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Abstract 
 
This dissertation was written as part of the MSc in Strategic Product Design, at the International 
Hellenic University.  
The aim is the study of consumer behaviour in Greek market, with regard to the impact of 
Augmented (AR), Virtual (VR) and Mixed Reality (MR) technology. In order to be more specific, 4 
product categories have been chosen for the study: Shoes, Car, Tattoo and Furniture. At the 
basic scope, also included facts such as, the rate of Greek consumers know the AR/ VR/ MR 
technology and more facts about their consuming profile. Moreover, it is investigated the 
possibility and the rate of interest in AR/ VR/ MR technology campaigns. Finally it is also studied 
the influence rate that this campaigns can have to the consumer in comparison to the influence 
of other means of communication. 
For the needs of the research, a questionnaire was developed. It was answered by 380 
individuals and it is structured in 3 sections:The first section is about the consuming profile of 
the individuals in the 4 product categories, as well as the AR/ VR/ MR impact that a projected 
video have on them. The second section is about the usage of some technology devices and the 
participants’ knowledge about the AR/VR/ MR technologies. Finally, the third section question 
about the demographic characteristics of the individuals. Later, the results of the questionnaire 
were collected and analyzed. The final and most important procedure was the conclusion and 
the analysis of them. 
The results of this study contribute to both companies and consumers. Companies can 
understand better the benefits of AR / VR/ MR technologies and use them accordingly. 
Consumes can be helped for a more focused, decision making process.  
 
Making this study was a hard process but helped us to better understand consumer behaviour, 
AR/ VR/ MR technologies and the link between them. In addition, we learned to work better 
together and this good collaboration was the key, for this result. 
We would like to give special thanks to the Assistant Professor Kostis Indounas, for helping us 
with the development of dissertation. 
Finally, we thank all the people that answered the questionnaire, a major and really important 
process to complete the study. 
 
Vaggelis Machairidis & Nikolaos Mourmouras 
7-2-2020 
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CHAPTER 1 - INTRODUCTION 
 
1.1 Introduction 
 
Virtual world is continuously more and more becoming a part of our daily life. Social media 
platforms have billions of users that use Augmented and Virtual Reality technologies such as 
Instagram filters and 360 o cameras. Video game such as Pokémon Go and consoles such as Wii 
have million of players. Most of the people have used AR / VR/ MR, or at least know what the 
virtual world is. 
Many TV series like Black Mirror are showing a controversial world full of AR/ VR/ MR 
technologies in the far future. Or, is it not that far?                                                                                                                          
Companies all over the world are already using these technologies for promotion and better-
experience purposes:  
Virtual Test drive and crash tests                                                                                                                                     
People have a real-life experience of a place without being there (Google maps) ,                                                                                              
Drivers can get directions through their glasses, just exactly like playing a video game.                                                                                           
These are just some examples of AR/ VR/ MR technologies that have already made a difference 
in the whole world. Of course, the impact is different on every country and depends on the level 
that these technologies have penetrated the market. 
Greece is a country that has just skipped the huge impact of the economic crisis, trying to 
develop the various industries that has. Technology is something that can be really useful and 
help these industries to step up again, even if is not that developed, in comparison to other 
countries. AR/ VR/ MR technologies have already showed up giving the opportunity to 
companies to extend their business and provide a better experience to customers. On the other 
hand, consumers are also stand in front of a whole new world: New promotion, purchase and 
after sales experience that can affect them with a better or worst way. On the next chapters, it 
is presenting this impact that AR/ VR/ AR technologies have on the consumers in different 
product categories. 
 
 
1.2 Purpose and contribution of this study 
 
In order to better understand the opinion of Greek consumers for the AR/ VR/ MR technologies, 
it was necessary to study the consumer behaviour in a generic scope. More specific, the 
consumer behaviour analysis is not only about the purchase of products and services, but also 
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for a variety of questions such as why this purchase and not another one, how and when the 
purchase happened and what is happening after the purchase to the consumer. High 
importance also has the quality of the products and the perception that the consumer have for 
this product. As the variety of products is high, it is easy for the consumer to avoid the purchase 
or find alternative products to buy.  
Every product category is different and affects the consuming behaviour differently. Therefore, 
it was important to investigate the characteristics and differentiations in the Greek market for 
these product categories that have been chosen for the research: Shoes, Cars, Tattoos, 
Furniture. 
Finally, remarkably facts have been showed for Augmented, Virtual and Mixed Reality linking 
the above information to the research. 
For the purposes of the study, except the theoretical overview a quantitative research has been 
conducted.                                                                 
Once more, it was investigated the differentiations in product categories and the affection to 
the consumers opinion for these technologies. In addition, the involvement with the technology 
was studied, taking into account that is a major factor to influence and increase the trust of 
consumers for buying a product. The knowledge of Greek consumers on AR/ VR/ MR was finally 
investigated, as well as the comparison with other means of communication. For valid results, it 
was highly important to compare the right facts between them.  
The contribution of the research lies to this fact -at least as the authors are able to know -: 
There is no other extend research for the Greek Market that investigates the AR/ VR/ MR 
influence on the consumer, for the product categories Shoes, Cars, Tattoos, Furniture. Also, it 
has not been investigated again the affection to consumer behaviour from these technologies in 
comparison with other means of communication, as well as their differentiations in the 
consumer's mind for each of the four product categories.  
The collection and processing of this information can help both business and the consumer.  
Companies can create more focused and valid campaigns and understand better where benefit 
them to use AR / VR / MR technologies.  Consumers will learn more about the possibilities of 
these technologies making better their decision making process. 
 
 
1.3 Research objectives 
 
According to all the above the main objective of this dissertation, is the study of affection that 
AR/ VR/ MR have on consumers’ purchase decision, in the Greek Market. More specific, the 
research objective is focused on 4 product categories (shoes, cars, tattoos and furniture). For 
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each product category, it is investigated the influence of these technologies as well as the 
comparison with other kind of promotion campaigns. Finally, it is investigated the knowledge of 
AR/ VR/ MR and the rate of trust the consumers have in Greek market. It is also studied the 
consumer characteristics for each category and their involvement with technology. 
 
 
1.4 Structure of Study 
 
This study is structured from chapters, in a way that the concerned can easily and effortlessly 
read. Below there are the details of the Chapters as well as their research field. 
The first chapter introduces the reader to the author's research concerns and some facts about 
them. In addition, presents the objectives that wants to reach and shortly summarize the 
chapters that follow. 
 
The second chapter is devoted to the theoretical overview of Consumer Behaviour. It lists the 
factors affecting consumer behaviour as well as the stages of decision making process. It also 
analyzes the specific characteristics of the four Product Categories (Shoes, Cars, Tattoos, 
Furniture) in the Greek Market and giving some facts for the Greek consumer. It also presents 
the Augmented, Virtual and Mixed reality and some major facts about them. 
The third chapter is about the conceptual framework on which this research is based and then 
analyzes the procedure that was followed to implement the main quantitative research. 
The fourth chapter analyzes all the statistical methods used to process the data that have been 
collected and present the results of the process. 
The fifth chapter is the last and most important Chapter of this study due to the fact that the 
observations and conclusions of this work are presented. 
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CHAPTER 2 - THEORETICAL REVIEW 
 
 
2.1 Introduction 
 
In this chapter, we make a bibliographical review. The following pages present a thorough 
research of online scientific articles and academic books in the areas of marketing, consumer 
behavior, Augmented Reality and Virtual Reality technologies. The chapter focuses on 9sub-
chapters. We begin with a historical overview of the science of consumer behavior, pointing out 
important theoretical elements and definitions. After, we examine the factors and stages of 
consumer decision-making. Next, we expand our research into the fashion (footwear, tattoos), 
retail furniture and car industries at the Greek Market. Finally, we report on AR VR & MR 
technologies and their current status in the Greek market. 
 
 
2.2 Consumer 
 
2.2.1 Definition of consumer 
Several of products exist in the market and every day, we all decide what to consume, so we are 
all considered consumers. ‘A consumer is one that buys goods for consumption and not for 
resale or commercial purpose. The consumer is an individual who pays some amount of money 
for the thing required to consume goods and services. As such, consumers play a vital role in 
the economic system of a nation.’ Wikipedia 
 
2.2.2 Consumer roles 
In order to learn more about the consumers, we need to understand their main role. Although 
the following titles are specific, often the status of the roles varies, influenced by factors such as 
the type of product / service, the individual's position, the financial potential, and more. 
i. Initiator: A person who first suggests the idea of buying the particular product or service. 
ii. Influencer: A person whose view or advice influences the decision. 
iii. Decider: A person who decides on any component of a buying decision; whether to buy, what 
to buy, how to buy, or where to buy 
 
v. Buyer: The person who makes the actual purchase. 
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v. User: A person who consumes or uses the product or service. 
 
2.2.3 Types of consumer 
    
While marketers try to better understand consumer needs and make more targeted campaigns, 
they have specialize the following categories: Stathakopoulos, Vlasis, (1997) 
 
A. The acceptance speed of new products or services criterion with the following 5 categories: 
i) Innovators: They follow the fashion and they are the first to buy the new products. 
ii) Early Adopters: They buy a new product, after is tested in the market by other buyers. 
iii) Early Majority: Mainly they ‘follow’ the Early Adopters and buy after them. 
iv) Later Majority: They buy at the set of the fashion, when the prices are low and the product is 
fully tested. 
v) Laggards: They are the last to buy a product, when is already out of fashion, as they struggle 
to survive and trying to buy products to cover their survival needs. 
 
B. The frequency the consumers buy from a specific company criterion with the following 6 
categories: 
i) New Customers: They buy for the first time. 
ii) Opportunity Customers: They sometimes buy from a company but with no frequency. 
iii) Regular Customers: The buy from a company with high frequency. 
iv) Loyal Customers: They buy from a specific company for a long period. 
v) Lost Customers: They stopped buying from a specific company. 
vi) Recovered Customers: They start buying start over buying again from a specific company. 
 
C. The habits and behavior during the purchase criterion with the following 7 categories: 
i) Agreeable Shoppers: They are vulnerable to advertising and mostly buy from discount stores. 
ii) Practical Shoppers: They buy after meticulous research and well known brands discounts. 
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iii) Modern Shoppers: They buy according to the fashion and spontaneously 
iv) Value Shoppers: They mostly buy according to the prices. They choose middle price range 
products. 
v) Top-of-the- line Shoppers: They mostly buy according to high quality, no matter the price. 
vi) Safe Shoppers: They buy safe products without risks 
vii) Status Shoppers: They buy top brand products 
 
D. Industrial Products or professional services criterion according to R.A. Dickinson with the 
following 7 categories: 
i) Loyal Buyers: They buy from a specific supplier for a long period. 
ii) Opportunistic Buyers: They buy from suppliers depend on what is better for long term 
exchange. 
iii) Best Deal Buyers: They buy from suppliers depend on what is better at the moment. 
iv) Creative Buyers: While they buy, the make a detailed list of their needs to the suppliers. 
v) Advertising Buyers: They need a supporting marketing campaign from the suppliers in order 
to buy. 
vi) Chiselers: They always ask for discounts or extra benefits in order to buy. 
vii) Nuts and Bolts Buyers: They buy after detailed examination to the products specifications. 
 
E. Consumer’s demographic and psychographic characteristics with the following 7 categories 
(Siomkos, 2002): 
i) Inactive Shopper: They are not enjoying interested in shopping and factors such as price and 
good service. Here lies the 15% of the consumers. 
ii) Active Shopper: They enjoy shopping and factors such as price and good service are 
important. Here lies the 12.8% of the consumers. 
iii) Service Shopper: They want a high quality service. Here lies the 10% of the consumers. 
iv) Traditional Shopper: They dislike shopping and have low shopping demands. Here lies the 
14.1% of the consumers. 
v) Dedicated Fringe Shopper: The buy with purpose to differentiate from the rest. Here lies the 
8.8% of the consumers. 
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vi) Price Shopper: They buy depend on the price. Here lies the 10.4% of the consumers. 
vii) Transitional Shopper: They don’t have specific purchasing habits. Here lies the 6.9% of the 
consumers. 
 
2.2.4 Consumer Behavior 
The consumer has always been at the heart of the marketing science and his behavior must be 
deeply explored continuously, while it changes at any time of his life. This research needs to be 
extensive, based more on facts rather than hypotheses, and frequently renewed, as many 
preferences follow a fashion that can either be repeated, or slightly different from its 
predecessors. Consumer behaviour is the study of individuals, groups, or organizations and all 
the activities associated with the purchase, use and disposal of goods and services, including the 
consumer's emotional, mental and behavioural responses that precede or follow these 
activities. Consumer behaviour emerged in the 1940s and 50s as a distinct sub-discipline in the 
marketing area (Wikipedia). Due to its importance, different definitions have emerged from a 
variety of scientists: 
“… (Consumer behavior) reflects all consumer decisions regarding the acquisition, goods, 
services, time and ideas of human decision-making units over time” (Jacoby 1976). 
 “… The study of individuals, groups or organizations and the processes they use to select, 
secure, use and reject products (goods), services, experiences or ideas to meet their needs and 
the impact these processes have on consumer and society. ”(Hawkins et al. 2001). 
“… The field of the MKT that studies the activities of people when they acquire, consume and 
reject products and services.” (Blackwell et al. 2001) 
The official definition of Consumer Behavior is given by the American Marketing Association 
(Bennett 1995,) which defines it as “the dynamic interaction of affect and cognition, behavior 
and the environment through which people conduct transactions in their lives ”. 
 
Usually the study of a consumer's behavior has almost the same characteristics as the general 
behavior of a person, if we are to interpret it better, we need to combine theories and research 
results from different sciences that focus on and investigate human behavior. 
Summarizing, for a better, more complete, understanding of consumer psychology and 
consumer behavior, one should take into account  
1. the psychological aspects of consumer behavior  
2. the effects of the environment on consumer behavior such as motivation, perceptions, 
education, social influences and associates  
3. the social and  economic class. 
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2.2.5 Consumerism 
 
The modern lifestyle is full of transactions and relies on selling, buying and consuming. While 
every person's daily life is different, they all have something in common, and that is everyone 
consumes, at least something, every day. 
However, what is consumerism? 
‘’Consumerism is the idea that increasing consumption of goods and services purchased in the 
market is always a desirable goal and that a person's wellbeing and happiness depends 
fundamentally on obtaining consumer goods and material possessions.’’ (investopedia) 
In the economic area, consumerism is related to the predominantly Keynesian idea. This theory 
states that due to the fact that consumption is a major factor in the economy, economic policies 
must push and encourage people to spend and consume. From this point of view, consumerism 
is a positive phenomenon that fuels economic growth. The earliest uses of the term tend to 
emphasize the benefits of consumerism, such as improving the standard of living and bringing 
convenience to the daily routine, but, in common use, consumerism is referred to as a negative 
word. Materialism, overconsumption and wastefulness are just some of the modern values that 
follow consumerism with its side effects on the psychological part of humans 
Apart of all that, Statt, in 1997 said that’ the consumer act is an independent part of humans. 
Even for basic commodities such as water, food and electricity there must be a transaction, and 
this shows that life depends directly on consumption.’ 
 
 
2.3  Needs 
 
The reason we all consume is to satisfy our needs. 
The American psychologist Abraham Maslow, in order to understand the factors that motivate 
human behavior, conducted clinical trials and concluded the following pyramid of human needs 
(The five levels of needs that humans are motivated to seek and satisfy ((Simons, Irwin and 
Drinnien, 1987))  
• Physiological (biological) needs 
These needs, which form the basis of the pyramid, relate to the feeling of primary survival, food, 
water, clothing, shelter, etc. If these needs are not met, except that one's life is at risk, he will 
also not turn to other needs. 
• Safety needs 
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These include satisfaction with a sense of security, such as job security, medical care, a sense of 
security, and so on. 
• Social needs 
They cover the desire for social contacts, mutual respect, acceptance and acceptance, mutual 
appreciation. 
• Esteem needs 
At this level the person wants recognition, reputation and confirmation of his power. 
• Self-actualization needs 
This level is, according to Maslow, the integration of human personality, the conquest of vision 
and the aspiration 
  
  
  
 
 
 
  
 
Table 1: Maslow Pyramid (Plateresca / Getty Images) 
 
 
 
 
Supplementing, regarding needs he mentioned: 
1. That the human constantly wants to satisfy his needs more and more, an action that differs 
from human to human 
2. The more a need is satisfied, the less it motivates him. This happens till the point that he is 
fully satisfied, so this need stops to motivate him and a new need rises. But, when a need stops 
to being satisfied, starts over again to motivate him and that is go on forever.  
3. There is a hierarchy of needs that first to be met at some degree of satisfaction, before the 
next one begins to be satisfied. 
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However the satisfaction of needs was not (as yet) treated with the same way. Also the same 
consumption satisfies different to people so many efforts were made to better identify them.  
Consumption also supports the national and global economies, so it has been the focus of 
various surveys, mainly in the mid-1960s, to see how the consumer works and to answer 
questions such as: 
Why he buys? 
What does he buy? 
How does he buy? 
How does he evaluate before, during and after the purchase? Etc. 
 
 
2.4 Important Factors 
 
At this point, we need to state the importance of the various factors that influence the behavior 
of each consumer and can be divided into 4 main categories:  Cultural Factors, Social Factors, 
Personal and Psychological Factors (Coleman, 1983).  
 
Cultural Factors 
Cultural factors are likely to have the greatest influence on purchasing behavior as they include 
a set of experiences and behaviors that the individual has known while grows up and thus 
greatly influences his judgment and purchasing behavior. 
The most important are: 
Values: Values are the ideals that determine a person's way of thinking, living and behaving. 
 Culture: a set of social patterns of behavior transmitted through language to members of a 
particular society (Fairchild, 1970) 
Subculture: the subculture is separate parts of a culture and is made up by factors such as race, 
ethnicity, religion, geographical location, etc. 
  Social Class: Social classes are a hierarchical structure that starts from the lowest to the highest 
level and states one's place in society, according factors of factors such as income, occupation, 
residence, etc. Coleman (1983) argued that social classes are multidimensional and are 
differentiated by three main factors: economic status, educational qualifications and behavioral 
patterns (Siomkos, 2002). 
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Social Factors 
Social factors greatly influence consumer buying behavior and are related to the need for the 
individual to belong to a social group. 
 When we say social factors we mean the following: 
Reference Groups: Reference groups directly or indirectly influence consumer behavior and 
behavior. The most basic reference groups are family, friends, neighbors, co-workers etc. 
According to Siomkos (2002) there are several types of reference that are defined by combining 
two criteria: (a) the impact on the consumer that can (b) the degree of consumer involvement 
with the group. 
 
Family: 
A "family" is defined as a group of people who are related through blood, marriage or adoption 
(Siomkos, 2002). The family, being a miniature of society, affects consumer behavior by 
nurturing a person with religious, professional and political orientation, or more directly, as he 
buys for the benefit of his family members. 
Social Role / Status: According to Basil g.Englis and Michael R. Solomon (1977) consumer 
preferences are important elements used both by themselves and by the rest of society, to 
declare their social identity. More generally, the definition of social role relates to the social 
behavior of the individual in social positions that belong to temporal and social norms. 
 
Personal Factors 
Some of the personal factors that influence consumer behavior are: 
Gender: The biological needs, but also stereotypical ideas of every society and culture, make 
consumer behavior between men and women different. 
Age and Phases of the Life Cycle: Consumer needs are directly influenced by the age as well as 
the life cycle of the individual. Consumption is also largely influenced by the family life cycle and 
the number, age and gender of household members (Kotler & Keller, 14th edition). Reynolds 
and Wells cite the five following stages of the consumer life cycle: 
 
a. Early Years: The first stage of the life cycle is consumers who are children up to the age of 14 
and in essence, they do not make decisions but influence the consumer behavior of the family. 
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b. Young Consumers: In this category, teenagers aged 15-17, begin to decide and buy 
individually. They are being affected quite easily, mainly by friends and limited to a small range 
of products. 
c. Young Adults: In the third category there are adults from 18 to 34 years old. Here are 
subcategories with different consumer habits depending on their life cycle phase: 
Single Young Adults: They show increased consumption of different kinds of goods, mainly for 
leisure. 
Childless newly married couples: In this subcategory, there is an increase in consumption, 
mainly in lasting goods. 
New Parents: Consumption here decreases for leisure products but increase for basic products. 
d.Middle Years: This category is comprised of people aged 35 to 54 and there are also 
subcategories. With the harmonious coexistence of family members, you observe increased 
consumer behavior, and when not harmonious, consumption is being reduced. 
e.Older Consumers: In this current category, there are ages 55 and over. Here, in general, 
consumption is limited to specific products. 
 Educational level and job / occupation: In general, educational level and occupation are often 
linked and reflect the individual's financial situation. Income plays a key role in consumer habits 
and can prevent or increase consumption. 
 
Lifestyle: Lifestyle is a set of daily activities and habits that affect consumption. It is subjective 
and personal: two consumers may be in the same categories and due to a different lifestyle, to 
consume differently. Successful marketing executives look for the link between their products 
and groups with the same lifestyle (Kotler, 2000). 
 
Personality / Beliefs: Personality is defined as the characteristic sets of behaviors, cognitions, 
and emotional patterns that evolve from biological and environmental factors. 
(www.wikipedia.com). The OCEAN model or otherwise Big-5 reports on personality imprinting 
(Ferrandi. J. M et al. 2002):   
Openness 
Conscientiousness 
Extraversion 
Agreeableness 
Neuroticism 
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Psychological Factors 
Psychological factors significantly shape consumer behavior, with the most important being the 
below: 
Motivation: 
 According to Ph. Kotler 'motivation is a need that pressures a person directly enough to satisfy 
the need.’ People's motivations are categorized to rational, that directs behavior based on logic 
and emotionally, that directs behavior based on emotion. 
Learning: 
In the context of the science of consumer behavior, learning refers to all the knowledge a 
person acquires about consumer choices and purchases (marketing actions by companies, 
referrals of others, etc.) (Baltas, G. Papastathopoulou, P. 2013) 
Beliefs and Responses: 
Beliefs and responses are created through action, learning and knowledge. According to Krech, 
Crutchfield &Ballachey, 'Response describes a person's persistent, whether favorable or 
unfavorable, cognitive appraisals, feelings, and energy tendencies for an idea or object.' 
Response is the tendency to feel or act upon a person object, institution or idea. If some beliefs 
are wrong and prevent the product from being purchased, marketers will seek to create a 
campaign to correct and change this situation (Kotler, 2000) 
Perception: 
 Perception is the organization, identification, and interpretation of sensory information in order 
to represent and understand the presented information, or the environment. All perception 
involves signals that go through the nervous system, which in turn result from physical or 
chemical stimulation of the sensory system. Perception depends on complex functions of the 
nervous system, but subjectively     seems mostly effortless because this processing happens 
outside conscious awareness. www.wikipedia.com.  
According to Berelson and Steiner, 'perception is the process by which a person selects, 
organizes, and interprets the influx of information to create an image of the world.' In his book 
Marketing: A behavioral analysis, Chisnall (1975) states that 'perception is the spiritual process 
of understanding, knowing and judging, which enables one to know, understand and 
understand  explain the world that surrounds it. ' 
The above factors (age, sex, lifestyle, learning, etc.) influence the perception of the individual 
and how he / she consume it. Finally, according to Kottler, the following three are the factors 
that may drive individuals to be different: selective attention, selective distortion, and selective 
retention (Kotler, 2000). 
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2.5 Decision Making Process  
 
2.5.1 Introduction 
In this his section will be discussed the decision-making process, the definition of the decision-
making process, it will be explained why this theory is so important, and what are the steps that 
a consumer should go through to make a purchase. In addition, it will be analyzed how each 
stage can influence a consumer's final decision and how the decision-making process can vary 
depending on the type of consumer and the type of product we are considering. 
 
2.5.2 Consumer’s Decision Making Process 
The term decision-making process is the process by which a person makes a choice between 
two or more alternatives. In order to understand the process of consumer behavior in depth, 
marketing professionals have divided this process into stages. Therefore, a consumer must go 
through certain stages of the process, in order to make a decision. 
 
The most common model of decision-making process is that of Kotler & Keller's five (5) steps: 
 
• Need recognition 
• Searching for information and alternatives 
• Evaluation of alternatives 
• Take Action – Make a Purchase 
• Evaluation of the decision 
(Kotler & Keller, 2012) 
 
Other marketing professionals, psychologists and behavioral experts, have analyzed the 
decision-making process and the model has been adapted over time to more or less stages. In 
addition, this model has gone further and analyzed the psychological processes of the consumer 
at each stage of the model as presented below for each stage: 
 
• Motivation 
• Perception 
• Formation of perceptions 
• Integration 
• Learning 
(Belch G. & Belch M., 2009) 
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Professional marketers to help them understand better each stage of consumer buying 
behavior, often use the “decision making process” as a tool, but it is also one of the best ways to 
create the marketing strategy of their products or services. 
 
The first stage is usually the identification of the problem or need from the consumer. At this 
stage, the need is identified through some stimuli received by the consumer. These stimuli may 
be internal or external. The internal are related to the individual himself, and are usually in form 
of motives, while the external are usually from third parties (e.g. companies) and are motivated 
by advertising, promotions, market incentives and more. An example could be the recognition 
of the need to buy some food. The consumer could perceive a lack of food and thus recognize 
the need for it or could see an advertisement of a food that offers him more nutritional benefits 
than those in his refrigerator (e.g. low fat, more vitamins, etc.). 
 
In the second stage, the consumer is asked to collect and research various features of the 
product or service and to search for any alternatives. This investigation can be done through the 
following three sources: 
 
• Personal resources (e.g. Family, friends, acquaintances, neighbors) 
• Personal experience (e.g. later product use, trial use) 
Product) 
• Commercial sources. (e.g. Advertisements, Retailers, Packaging, Showcases 
Stores, product catalogs) 
(Kotler, marketing- management, 2000) 
 
An important role in collecting this data is both the consumer's familiarity with the product and 
the importance of meeting that need. The consumer will try to collect as much information as 
he can in order to reduce the level of uncertainty he has, but will cover it to the extent that it is 
satisfactory to him depending on the nature of the need. The nature of the need will also 
influence the choice of source from which to gather most information. For example in choosing 
a medical service, the consumer may collect more information or trust different sources than 
buying a notebook. 
 
The third stage in the decision-making process is to evaluate the alternatives. At this stage, the 
consumer will be asked to evaluate the information he had collected in the previous stage about 
the product or service he is interested in and the alternatives. The evaluation will be based on 
some specific personal criteria, usually set by the consumer as more important but also 
depending on the product characteristics. The consumer will choose the product or service that 
 
 
 
 
23 
meets his needs, but also the one that outperforms the alternatives. These criteria can be 
different and vary depending on the product and the consumer. For example, a family car can 
outperform a two-seater sports car when the consumer needs to have "a vehicle to make 
travels with his partner and children". 
 
In the fourth stage of the decision-making model, the consumer has evaluated the alternatives 
and will now be required to complete the purchase. This stage is very important because there 
is always the possibility of uncertainty and the consumer cancels the order. A good example is 
the shopping cart of an online store and while the consumer has chosen the product, he 
wanted, he does not complete the purchase. Factors that can create uncertainty vary depending 
on the product and the consumer, and some of these may be additional or hidden costs (taxes, 
shipping, etc.), poor service, and some new important product information that was not 
previously known in previous stages, and much more. 
 
In the fifth and final stage, the consumer will criticize his choice. He will be asked to look at the 
results and to consider whether and to what extent the need that had arisen in the first stage 
has now been satisfied. If the consumer at this stage understands that his need has not been 
met to the degree he desires, then he may need to reconsider his choice and reconsider the 
earlier stages of the decision-making process. For example, it may want to gather more or even 
different data or research for additional alternatives. The last step is just as important for 
businesses as it is to the consumer because it will be evaluated the consumer's loyalty to the 
product and whether the consumer will repeat that particular market. 
 
2.5.3 Types of Decision Making in Relation to Time Factor 
 
Depending on the time spent by the consumer and the amount of information to be collected, 
the decision-making process is divided into the following categories: 
 
• Extensive decision-making 
• Limited decision-making 
• Automatic decision-making 
 
In extensive decision-making the consumer will devote a great deal of time to each of the stages 
of the decision-making process and will gather as much information as possible about the 
product or service he is interested in. The use of this type of the model is preferable when there 
is no previous experience with the product and there is a high risk and high cost in the case of a 
false decision. In addition, it is mainly used when the product is of high monetary value, has a 
high life cycle, is high risk and high technology, it is of high involvement and requires active 
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action to gather the required information. An example of a product we would usually use for 
this type of decision could be buying a home. 
In limited decision, making the consumer will not spend much time in the process and collect 
less information than the previous model. The consumer who uses these types of decision 
making usually has previous experience with the product or service that he is interested in. It is 
mainly used when the consumer wants to see what is different about a new product from 
another in the same category that he regularly buys it. An example of a product for this type of 
decision could be the selection of a bottle of wine. 
Finally, in automatic decision-making, the consumer spends little time in the decision-making 
process and generally in gathering information. Products purchased with this type of decision 
are usually products that the consumer regularly buys, based on his or her previous experience. 
Products belonging to this category are of low monetary value, risk and involvement and no 
active action is required to gather information. An example of such a product could be the 
bread we buy daily from the neighborhood bakery. 
 
 
 
2.6 Augmented, Virtual and Mixed Reality 
 
2.6.1 Augmented Reality 
Augmented reality (AR) is an interactive experience of a real-world environment where the 
objects that reside in the real world are enhanced by computer-generated perceptual 
information, sometimes across multiple sensory modalities, including visual, auditory, haptic, 
somatosensory and olfactory. (Wikipedia)  
The definition of AR is about a system that have three basic 
characteristics:                                       i) A combination of real and virtual worlds,                                                                                                                             
ii) Real-time interaction,                                                                                                                                                         
iii) Accurate 3D registration of virtual and real objects                                                                              
Augmented Reality enables live viewing of a natural environment whose reality is enhanced by 
viewing information as well as virtual persons or spaces and things, designed within a computer. 
With the help of advanced AR technologies (e.g. adding computer vision, incorporating AR 
cameras into smartphone applications and object recognition) we can manipulate and interact 
with the digital world, a fact that can improve drastically the everyday life. 
 
2.6.2 Virtual Reality 
Virtual reality (VR) is a simulated experience that can be similar to or completely different from 
the real world. Applications of virtual reality can include entertainment (i.e. gaming) and 
educational purposes (i.e. medical or military 
training).                                                                           VR systems use computer systems and 
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devices, to generate realistic images, sounds and other sensations that simulate a user's 
physical presence in a virtual environment. A person using virtual reality equipment is able to 
look around the artificial world, move around in it, and interactwith virtual featuresor objects. 
Wikipedia)                                                                                                        
 
2.6.3 Mixed Reality 
Mixed reality (MR) is the merging of real and virtual worlds to produce new environments and 
visualizations, where physical and digital objects co-exist and interact in real time. Mixed reality 
does not exclusively take place in either the physical or virtual world, but is a hybrid of reality 
and virtual reality, encompassing both augmented reality and augmented virtuality via 
immersive technology. (Wikipedia) 
 
2.6.4 AR, VR & MR at Greek market 
Augmented, Virtual and Mixed Realities are in the most mature level than ever. Even if these 
technologies are often intertwined with the video games industry, they are already in our lives 
with applications giving advices and directions, feature filters in social media platforms, helping 
users choose hair color etc. The next Big Thing, as marketing experts say about these 
technologies, give the opportunity to companies, to test and offer a realistic trial of their 
product to the final customers. With this complete taste of experience, marketing and 
advertising is changing and adapts to new promotion techniques. 
In Greek Market, AR, VR & MR are not that much developed, with fewer companies using 
application with these technologies and mostly the International Companies. 
 
Here are some examples. 
 
Fashion Industry - Zara 
In the context of the world launch of the Collection Spring-Summer 2018, Zara used Augmented 
Reality to better promotion its clothes, at selected shops and one of them was in Athens. The 
customers could scan a QR code through a smart device at specific places within the shop and 
watch alive a model to wear products and accessories. 
Automobile Industry - 360o cameras 
With the usage of 360o cameras the users experience a real life touch with the car environment 
and are able to know the interior space of the car, without actually being inside it.  
Retail Furniture Industry - Shopify 
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The Shopify platform uses augmented reality technology in advertising and sales. The user can 
use a smart device to scan a room with a camera and immediately receive suggestions for 
complementary furniture and accessories based on their current decoration. 
 
Others: 
 
Tourism - ThinkAR 
With the help of Augmented Reality  technology, the user can scan with a smart device camera 
on an sightseeing  that is either real or virtual (on a map, photo, etc.) and after watch the 
relevant icon or video on its screen  and receive information of this point of interest. 
 
Education - SchoolAR 
SchoolAR is an application that present to students, teachers or even ordinary users the 
possibilities of Augmented Reality in education. Entering the main menu of the application gives 
the opportunity to find out which pages (pages of AR) of the textbook have been enriched with 
digital material and can be displayed through a smart device in a 3D model, on the screen.  
Social Media - AR filters 
On the year 2017, Instagram launched the AR filters, allowing the users to add characteristics 
and items, real time, at their environment and record it. 
 
IKEA Place 
With  the application IKEA Place, which uses Augmented Reality Technology, the customers are 
able to see how they look or how different furniture fits into their home before buying them. 
Users of the app can simply aim their smart device camera at an empty space or a furniture of 
their room, see a 3D furniture or object at that place and check if it fits. After, through the 
application, the customer can buy this furniture/object. The Swedish company believes that this 
will minimize furniture returns to stores. 
 
 
Wanna Kicks 
Using AR technology, Wanna Kicks is one of the first applications to try sneakers on a 3D digital 
form, anywhere. With the help of a smart device camera, the users can scan their feet and after 
choosing a preferable sneaker, see how it would be if they would wear it. 
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AR Watches 
AR watches application, answers a key question on the watches industry: How it would fit like in 
my wristle? The user can simply scan the whistle and with the help of an appropriate QR code 
and a smart device, can actually see a 3D watch, between of hundred models and brands. 
 
Ink Hunter 
The user can choose a tattoo design, scan a preferable part of his body and actually see how the 
tattoo would look like. 
 
GT3VR 
The Porsche’s application provides at the user, the possibility of virtually test drive a Porsche car 
as a co-driver enjoying the ride through a 360o camera. Using a smart device, the user can 
choose options inside the app, from the history and technical parts, to the virtual test drive as a 
co-driver. 
 
 
2.7 Analysis of the industries 
 
 
2.7.1 Automotive Industry 
 
2.7.1.1 Introduction 
 
The automotive industry has as main activities, the manufacture and sale of vehicles such as 
cars, trucks, buses and others. For the purpose of this paper, we will focus more on the personal 
private car (small vehicles for one to five individuals for personal use) and consumer behavior in 
this type of vehicles and will not make extensive reference to commercial vehicles such as 
trucks or buses. More specifically, a brief analysis of the sector, in its economic, trade and size in 
Greece will be conducted. We will also refer how industry companies promote and advertise 
this product. Finally, the type of consumer habit and the consumer themselves will be analyzed, 
as well as what type of decision-making process the consumer uses to buy cars, from which he 
sources he chooses to obtain information on the particular product and how much information 
he may receive affect his perception for the product. 
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2.7.1.2 Analysis of the Automotive Industry in Greece 
 
The car industry in Greece is based entirely on representation or in other words on the car trade 
and not on the initial stages such as design, production, processing, assembly and other stages 
that contribute to the creation of cars. As such, other key stages such as administration and 
marketing take place overseas. Regarding the representation of car companies in Greece, there 
is coverage in its entirety either by Greek private interest groups (resellers, official agencies) or 
by subsidiaries of large companies. In this case, the only exceptions are small companies, mainly 
Asian companies that operate mainly locally (Asian Market) without much international and 
export activity. In 2011, there were 46 companies in Greece, most of which represented more 
than one factories from abroad. The competition in the automotive sector is extremely high and 
this situation has deteriorated for companies with the arrival of the financial crisis in Greece. 
(ICAP Group, Sector Analysis of the Automotive Industry in Greece 2011, www.icap.gr ) 
 
Because one of the decisive reasons for buying a car is the consumer's affordability, we could 
only refer to financial data that will help us better understand the industry and how much its 
income affects its consumer behavior. Below (table 1) we will see the turnover indicators for the 
car - trading sector (branch 451) by the Greek Statistical Authority. 
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Table 2: Turnover index for the car trade in Greece, Years: 2000 - 2019, ΕΛΣΤΑΤ (Ηellenic 
Statistical Authority),www.statistics.gr 
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Table 3: Turnover index for the car trade in Greece, Years: 2000 - 2019, ΕΛΣΤΑΤ (Ηellenic 
Statistical Authority),www.statistics.gr 
 
The above indicators are quarterly and 2015 as a year base (2015 = 100.0). In addition to the 
needs of the work, only the 451 sector was selected for the car trade and not the 45 sector for a 
wider range (Commerce, Maintenance & Repair of Cars & Motorcycles). As we can see above, 
there was a steady increase until 2008 and a sharp decline in the indicators thereafter. The 
positive aspect here is that there is a small but steady rise in indicators that are far from the pre-
crisis data. The decline in car trade indicators can be due to various factors such as income 
reduction, increase in car tax, increase in fuel costs, decrease in incentives to buy, uncertainty in 
the economy and much more. 
 
2.7.1.3 Types of Advertising in the Automotive Industry 
 
The automotive industry uses a wide range of promotional and advertising techniques, such as 
television advertising, magazines, social media, search engines, the internet in general and 
 
 
 
 
31 
much more. The most prevalent of these tend to be all forms of advertising on the Internet and 
television as these seem to be the most popular to broader spectrum of the population and are 
the ones most likely to be watched by the target group. Another important factor for the wide 
range of advertising activities in the automotive industry is the large budget these companies 
have for promotion and advertising. 
 
2.7.1.4 The car and the consumer 
The car is considered by most to be a high-value, high-life, high-tech, and high-risk product. It is 
characterized as a high-end product and most consumers use the type of extended decision-
making to reach a purchase. 
Information on this product is collected from a wide range of media and as far as possible. 
Sources such as the internet, family, friends, dealerships and personal experiences are the main 
means of collecting evaluation data. 
 
 
2.7.2Furniture Industry  
 
2.7.2.1 Introduction 
 
The furniture industry is concerned with the manufacture and sale of furniture such as chairs, 
tables, beds, wardrobes, sofas and many more. In this paper, we will focus on furniture sales, 
with additional interest in retailing. Reference will be made to the industry, the ways in which 
these products are promoted and advertised. What is the decision-making process used by 
consumers to buy their furniture, how they collect information, and how much these 
information, influence their perception about the product. 
 
2.7.2.2 Analysis of the Furniture Industry in Greece 
 
The furniture industry in Greece consists of both commercial and manufacturing companies. 
These businesses differ both in volume and in organization. Most of the production companies 
are small in volume and lack organized production with large machinery. Large companies in 
Greece focus not only on one furniture product (e.g. bed) but also produce many different 
furniture in various designs. The industry is experiencing high competition, due to the large 
volume of domestic companies, but also due to the large import activity of foreign companies. 
Specifically, the value-added intrusion into the industry is increasing, reaching 63.5% in 2018. 
Like many other industries, the furniture industry has been adversely affected by the years of 
economic recession. From 2008 - 2015 the furniture industry has been steadily declining in 
sales. The rate of decline has been decelerating since 2013, while since 2016 it has started to 
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show an upward trend. 2018 saw a 4.8 percent change over the previous year. For the next 
three years 2019-2021 steady growth is expected at a rate of 2% - 3%. Major and significant 
problems remain the limited consumer purchasing power and low levels of consumer loyalty 
and trust. These two problems, combined with the large number of businesses in the industry, 
are constantly increasing competition and leading businesses to discounts and price reductions. 
Finally, the furniture industry in 2018 seems to be divided into three main categories, according 
to sales: living room furniture (43.5%), dining room furniture (18%) and bedroom furniture 
(38.5%). 
 
(https://www.economistas.gr/oikonomia/21346_anakamptei-o-klados-ton-epiplon-oikiakis-
hrisis ) 
 
 
 
 
2.7.2.3 Types of Advertising in the Furniture Industry 
 
The furniture industry, as well as the automotive industry, uses a wide range of advertising and 
promotional techniques. These are online advertising, social media, magazine advertising, 
exhibit participation, brochures, promotion by friends and acquaintances (W.o.M.), and 
promotion through retail stores. There is an increase in the promotion of industry products 
through all types of online promotion, such as social media, search engine advertising and more. 
Finally yet importantly, advertising via friends and acquaintances (W.o.M.) with over 50% seems 
to have a key role in the way that furniture products are promoted according to past research. 
(AG COMMUNICATIONS, 2007)     
 
2.7.2.4 The furniture and the consumer 
 
From a marketing perspective, the furniture for the consumer has many similarities as the car 
and is considered a high-value, high-life and high-risk product. It is characterized as a high-value 
product and most consumers use the type of extended decision-making to reach a purchase. 
Information on this product are collected from a wide range of media and as far as possible. 
Sources such as the internet, family, friends, shops and personal experiences are the main 
means of collecting the evaluation data for this kind of product. 
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2.7.3 Fashion Industry  
 
2.7.3.1 Introduction 
 
With the term Fashion Industry, is meant a wide range of other industries with activities such as 
clothing, footwear, textiles, accessories and to some extent tattoos. In this paper, the focus will 
be on footwear and tattoos and on the retail or individual sale of these two types. References 
will be made to the industry and its course and how it chooses to promote such products to its 
consumers. In the end, it will analyzed how the consumer ends up making a purchase decision 
to buy shoes or get a tattoo. How he collects information about the product he is interested in 
and how he uses these information to make the decision that is in his best interest. 
 
2.7.3.2 Analysis of the Fashion Industry in Greece 
 
The fashion industry is of the utmost importance for Europe and in extend of Greece, with 
industry in Europe totaling € 200 billion annually turnover with 225,000 businesses and 
employment of 2.2 million of which 66% are women. In countries such as Greece, the fashion 
industry plays an important role in terms of exports.  
(https://www.businessnews.gr  ,2020) 
 
Since 2013, with the exception of 2015 due to capital controls, Fashion Industry in Greece 
(clothing) exports is on the rise. 
(https://www.greekfashion.gr , 2018-2019) 
 
2.7.3.3 Types of Advertising in the Fashion Industry 
 
Fashion Industry as the two previous industries discussed, auto-motive and furniture industry, 
uses a variety of advertising methods. Once again online advertising, social media, magazine 
advertising, exhibit participation, brochures, promotion by friends and acquaintances (W.o.M.), 
and promotion through retail stores are some of the most common advertising and promotion 
techniques. Although it is interesting that social media advertising has an increase and 
especially promotion via popular individuals “influencers”. According to a 2018 study by 
Hubspot, 25% of advertisements are fashion-related. The fashion industry and fashion brands 
seem to hold on to the levels of activity on instagram-related influencers. 
 
 
 
 
34 
 
2.7.3.4 Fashion and the consumer 
 
Fashion products belong to the middle product category, are characterized as medium value 
and medium risk products and the consumer uses the limited decision making process to reach 
a purchase. Product information is usually collected from sources such as the internet, family, 
friends, shops, magazines and personal experiences, but on a smaller scale than for a car 
purchase. 
 
However, tattoos are a special category of product, where they can be characterized as high-
value, high-life and high-risk product. Most consumers will use extended decision-making to 
reach a purchase. Once again, sources such as the internet, family, friends, tattoo shops, 
magazines and personal experiences are the main means of collecting evaluation data for this 
type of product. 
 
2.8 Empirical Research 
 
This paragraph will refer to some examples of previous research on Augmented / Virtual / 
Mixed Reality and how these new technologies can help businesses to communicate their 
products more efficiently to the customers. 
In a 2018 survey by Richard Hagl and Aidan Duane “Exploring the Impact of Augmented Reality 
and Virtual Reality Technologies on Business Model Innovation in Technology Companies in 
Germany”, the authors had to give answers to the following questions: 
1)  What types of Augmented / Virtual Reality technologies are technology companies in 
Germany adopting? 
2)  How are Augmented / Virtual Reality technologies being applied by technology companies in 
Germany? 
3):  How do Augmented / Virtual Reality technologies impact Business Model Innovation in 
technology companies in Germany? 
4)  How can German technology companies maximize the benefits of Augmented / Virtual 
Reality technologies for Business Model Innovation? 
The results were positive as businesses used Augmented / Virtual Reality tools such as Microsoft 
Hololens, Oculus Rift, Unity and many more. In addition, these technologies were used both in 
developing Business Models and in presenting them better to customers. Augmented / Virtual 
Reality technologies have helped reduce travel costs to and from customers, provide immediate 
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information, achieve faster production processes, and identify problems long before the 
product they offer. More and more businesses are investing in these technologies. On the other 
hand, there are some businesses that tend to be opposed to these technologies, arguing that 
they can achieve their purpose without investing time and money simply to succeed in Business 
Model Innovation through Augmented / Virtual Reality technologies. The research concludes 
with a phrase by O'Riordan et al. (2014, p.2), that “legendary firms that shape their industry 
structures are in fact business-model innovators”; rather than technology leaders. 
(https://www.researchgate.net/publication/332208292_Exploring_the_Impact_of_Augmented_
Reality_and_Virtual_Reality_Technologies_on_Business_Model_Innovation_in_Technology_Co
mpanies_in_Germany ) 
 
  Another example is the paper by OoiJin & Rashad Yazdanifard from 2015 “The Review of the 
Effectivity of the Augmented Reality Experiential Marketing Tool in Customer Engagement”, that 
shows the importance to embrace the technology of augmented reality as an effective 
marketing tool. In this research many examples are given about companies that use augmented 
reality in order to communicate their products to the targeted audience and also to increase 
brand awareness. Examples from companies such as Ray-Ban, Jaguar Land Rover, Pepsi Co, 
Nivea and more are given, for the purposes of the research. Through these examples and from 
other scientific researches the author reach to the conclusion that augmented reality is a must 
have marketing tool for companies. Even if it can not instantly increase the sales of the product, 
it can increase the product’s awareness due to the crowd that is created. Also according to this 
paper, many customers that were not familiar to the brand itself; got their attention captured 
from augmented reality and that lead to WoM. The author concludes with the phrase by 
Thomas Edison “ Just because something doesn’t do what you planned it to do doesn’t mean it’s 
useless”. 
 
2.9 Research Questions 
 
In the above sections discussed some of the key concepts of consumer behavior, Augmented / 
Virtual / Mixed Reality technologies and examples of their use, analyzed the three industries 
(cars, furniture, fashion) and provided some conclusions from other related research. On the 
basis of the above theoretical and empirical overview, the present paper attempts to answer 
the following research questions: 
 
● How well known are Augmented / Virtual / Mixed Reality technologies in the Greek 
market? 
● How useful are Augmented / Virtual / Mixed Reality technologies to Greek consumers? 
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● How much does the Greek consumer trust Augmented / Virtual / Mixed Reality 
technologies to reach a purchase? 
● Can Augmented / Virtual / Mixed Reality technologies communicate a product in a more 
efficient way and influence the final decision of the Greek Consumer? 
● Is it worthwhile for a company in Greece to invest in Augmented / Virtual / Mixed Reality 
technologies to advertise its products or increase its brand awareness? 
● What is the future and what are the conditions for integrating these technologies into 
the Greek business advertising tools? 
 
 
CHAPTER 3 - METHODOLOGY 
 
 
3.1 Introduction 
 
This chapter analyzes the research problem, as well as the conceptual framework on which the 
following is structured, in order to reach acceptable conclusions. This will be done with the 
primary quantitative research and the questionnaires from 380 individuals.                                                                                     
Bellow is given a full description of:  
i) The methodology of this research,                                                                                                                                   
ii) How it was designed (sample decisions etc.),                                                                                                                                                     
iii) Methods of analysis for the collected data. 
In order to design a research somebody needs to define the objectives that are the structure for 
the right methodology and process. According to the objectives set out in chapter 1.3, this study 
intent to discover the degree that technologies AR/ VR/ MR, affect the consumer decision 
process in Greek Market.    
More specific, will be examined the extent to which Greek consumers know about the 
technologies AR/ VR/ MR and if they are affected to buy differently, than the convenient 
marketing and promotion techniques. This will be directed in four product categories: Shoe 
industry, Tattoo industry, Automobile industry and Retail industry. 
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3.2 Research Tool Design and Variables Measurement Scales 
 
As it is already mentioned, for this study had be used primary data collection method, which is 
known as a quantitative method, based on standardized sampling questionnaire, which was the 
only tool for collecting primary data for the investigation. All the data incorporated in the 
questionnaire relates to demographic characteristics and findings related to the study of this 
dissertation.  
The questionnaire is given in full later at the annex. For the questionnaire, are selected closed 
type questions, so it can be more specific.Also 5-point Likert type answers were used, with 1 
means not at all and 5 means very much.                                                                                                                                         
In order to keep the participants focused, giving honest and carefully answers, the 
questionnaire was designed so it could be completed easily and in short time. Videos and the 
possibility of the participants to choose the subject they would answer, executed this purpose. 
In addition, the participant needed to be independent and do not hesitate to answer any 
question given. For this reason, all the demographic questions were placed at the end. 
When the first questionnaire prototype was designed, there was the need to check for the time 
required to fill, as well as for the clearness of the questions, so it was given to 10 individuals to 
fill it and purpose for corrections. At last, the final questionnaire was designed, updated to 
Google forms in that way that individual would choose 2 out of 4 product categories( Shoes, 
Cars, Tattoos, Furniture), with obligation of filling all the questions, in order to avoid missing 
values. 
 
 
3.3 Research and population sampling 
 
According to Bryman and Bell (2015), quantitative method such as questionnaire will be based 
on substantial amount of statistics which requires numerous participants. For the purpose of 
the research, the questionnaires were distributed to almost 700 people and were answered by 
380 of them. All of them were completed online with the Google Forms Platform.                                                                                                                                              
The following 4 parameters can characterize the research sample: 
i) Range of ages: Internet users up to 72 years old 
ii) Place of research: Internet, Google Docs, email, Social Media 
iii) Territorial Range: The questionnaires were distributed electronically to many places all over 
Greece (from the north to the south, including some islands on the Aegean Sea)  
iv) Time Range: 28.12.2019 to 20.01.2020. 
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Finally it was important not to tire the individual and keep him focused and honest, so the level 
of difficulty was low, with images and videos attract him more.  
 
 
3.4 Data collection method 
 
As it was mentioned above superficially, the questionnaire were distributed to people via 
internet: 
University emails 
Personal emails 
Social Media Platforms. 
The distribution pretentious happened randomly, for ages, sex and areas, so the results would 
be independent, as the research needed people from every type.                                                             
Approximately 700 individual were reached from the wider area of Greece during the period of 
25 days (28.12.2019 to 20.01.2020). 380 people answered the whole questionnaire with 
everyone answered all of the questions, bringing the final sample.  These 380 responses were 
evaluated as a safe sample to have valid results.  
 
 
3.5 Questionnaire description 
 
In order to be more convenient and easy to understand, the questionnaire was designed to 
have 3 sections: 
 Section 1: 
 
The first section is about product categories and is divided in three subsections. There are 4 
product categories and the participant is available to choose 2 out of 4.        
 
The product categories are:                                                                                                                                           
i) Shoes 
ii) Cars 
iii) Tattoos 
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iv) Furniture 
 
The reason for choosing these 4 categories was because there are completed applications in the 
market, using AR/ VR/ MR technologies for consuming purposes. With that way it was easier to 
make the participant understand these technologies and evaluate if they are more positive 
about them. Also, these product categories are some of the most popular and they would 
attract more the individuals. The reason for giving the opportunity of choice to individuals is 
because they will be more interested and focused in categories they really like, so the results 
would be more valid. For every product category it was followed the same structure and same 
look alike questions, so the results could be easier comparative. 
In the first subsection, is being investigated some basic, but important information about the 
chosen category such as how much they consume these products and what are the most 
important  factors to choose what they will consume.     
 
In the second subsection the questions are about the promotion and advertising methods that 
the participants trust more. These results bring important information about the participant’s 
profile. Finally, in the third subsection, is projected a video that show the application using AR/ 
VR/ MR technologies for consuming and the individual have to evaluate it. 
 
 
Section 2: 
The second section is mostly about the participant’s interaction with technology in general, as 
well as with AR/ VR/ MR technologies. With these questions, it is investigated how someone 
consume according to his contact with technology, as well his intention to prefer AR/ VR/ MR 
technologies promotion advertisements. 
The questions firstly are mostly about the usage of technology devices. The next questions are 
about the knowledge of AR/ VR/ MR technologies and the interest of interacting more with 
advertisements using them. The final really important question is about the trust that the 
individual has on different types of advertising 
 
 
Section 3: 
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At this final section, are being listed some important demographic characteristics of the 
individual such as gender, age education level and monthly income. With this questions is being 
described the population of the investigation. This section could also be on the top of the 
questionnaire, but may be it would make the participants to answer with prejudgment.  
 
 
 
 
 
CHAPTER 4 - ANALYSIS OF RESEARCH RESULTS 
 
 
4.1 Introduction 
 
The purpose of this chapter is to analyze the answers of the questionnaires and investigate the 
correlations and relations between them. For the analysis and statistical methods, it was used 
the SPSS statistical package that is convenient and valid to use. 
The first step in the analysis that follows is to present the average values and standard 
deviations of all questions measured on a quantitative scale. Following is a graph showing the 
data that characterizes the audience that participated in this survey using Microsoft Office 
Excel, so that the profile of the participants can be clearly and directly depicted. Finally, the 
relationship of variables at a preliminary level will be explored. 
 
4.2 SPSS Analysis 
As it was mentioned in the previous chapter, the first chapter is about 4 product categories and 
is divided in 3 subcategories. For the first question, the respondents had to choose a product 
category.  
 
Category Selection Analysis 
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Table 4 
 
Out of the total sample of 380 questionnaires, 318 people selected shoes as one of the two 
categories, at rate of 83.7% out of them and that makes shoes the most selected category. 
There were 62 people who did not choose this category at all, at rate of 16.3%. 
 
 
 
Table 5 
 
Of the total sample of 380 questionnaires, 147 people chose cars as one of the two categories, 
at rate of 38.7% and the category was not popular enough as it was third in the ranking. There 
were 233 people who did not choose this category at all, at rate of 61.3%. 
 
 
 
Table 6 
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Out of the total sample of 380 questionnaires, 84 people chose tattoos as one of the two 
categories, at rate of 22.1%, it was the least selected category. There were 296 people who did 
not choose this category at all, at a rate 77.9%. 
 
 
 
 
Table 7 
 
Of the total sample of 380 questionnaires, 211 people chose furniture as one of the two 
categories, at rate of 55.5% and was the second most popular category after shoes. There were 
169 people who did not choose this category at all, at a rate of 44.5%. 
 
 
 
The questions that followed depended on the Product Category that every participant chose. 
 
Shoe Category: 
 
1st Subcategory 
The first question (S1) of this Product Category concerns the number of shoes that the 
participants buy per year.  
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Table 8 
 
 
 
Table 8a 
 
As shown in the table, the largest percentage (72%) of people have chosen to buy 2 to 4 shoes a 
year, in our case 229 out of 318 people. Following are the choices of 0-1 shoes and 5-7 shoes 
with 9.7% and 12.6% respectively. The 8 - 9 and 10+ shoes per year occupy the last two 
positions, with 2.2% and 3.5% respectively. The cumulative percent for the first three options 
reaches 94.3% and remains just 5.7% for the last two options. It seems that buying 8-9 or 10+ 
shoes per year is not that common. 
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The second question (S2) concerned the rate of shoe purchases by consumers. 
 
Table 9 
 
 
 
Table 9a 
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According to the results, most responded that they buy shoes every 3 - 5 months. Specifically 
149 people out of 318 with 46.9% followed by a slight difference every 6 - 12 months where 114 
out of 318 people with 35.8% chose it. The following are the choices for 1 -2 years with 9.1% 
and 1 - 2 months with 7.5%. According to the sample, the majority of users buy shoes every year 
at a cumulative rate of 90.3%. The 2+ years and I've never bought options are at the bottom and 
hold 0.3% percent each. 
 
After the previous two questions that showed the individual’s consuming profile, people were 
asked about the most important factors to buy a shoe (S3). 
Respondents had to evaluate the factors (Technical characteristics, Fashion, Price, Aesthetically 
pleasant, Comfort) on a Likert scale from 1 to 5. (Likert scale: 1 = Not at all, 2 = Very Little, 3 = 
Little, 4 = Enough, 5 = Very Much). 
 
 
 
Table 10 
 
As the results have shown, users consider comfort as the most important feature with little 
difference from the others in terms of shoes with an average value of 4.45. The feature with 
significant impact, but with the lowest average value was Fashion with 3.6. All these 
characteristics are above the middle and this shows that there are plenty of factors for an 
individual to process in order to buy shoes. 
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2nd Subcategory 
The following question (S4) investigates the rate of influence that some means of 
communication have, for buying shoes. Respondents had to evaluate once more on a Likert 
scale from 1 to 5. (Likert scale: 1 = Not at all, 2 = Very Little, 3 = Little, 4 = Enough, 5 = Very 
Much). 
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Table 11 
 
 As the results, shown Store (3.88) have the highest rate of influence.  Internet (3.63) World of 
Mouth (3.60) E-shop (3.59) and social media (3.52) follows with a bit smaller rate of influence. 
Medium to low rate have the Blog/ Vlog (2.76), newspaper (2.37) and TV/ radio (2.34) and Sales 
Representative / Promotion (2.48).  The rates show that the individual at least some medium 
influenced, before a shoe purchase. Also he is more easily influenced by modern methods such 
as internet and social media, than by radio or newspaper. The fact that the store had the 
highest rate is probably because of the nature of the product and the way we are used to 
purchase it. 
 
 
 
 
It was also important the rate of satisfaction that individual have after buying the product, in 
comparison with the advertising shoes (S5). 
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Table 12 
 
 
The largest percentage of respondents answered that they are enough satisfied with 56.9%, 
followed by the little satisfied with 34.6%. Interesting fact was that no one of the respondents 
chooses the “not at all” satisfied option. This might means that the advertising methods project 
quiet the same product as the real one, according to the individual’s perception. 
 
The last question (S6) of the subcategory concerns the satisfaction rate that some means of 
communication information offer, in comparison with the purchased product. 
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Table 13 
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 Once again, Store (3.67), Word of Mouth (3.59), Internet (3.57) Social Media (3.48) and E-shop 
(3.47) are high important, followed by Blog/ Vlog (2.84), Sales Representative / Promotion 
(2.65), Newspaper (2.55) and TV/ Radio (2.53). This means that the individual is usually close to 
enough satisfied from the means of communication, after a shoe purchase. The new methods of 
promoting and advertising also play an important role in our sample, as they are higher than 
radio / TV / newspaper.  
 
3d   Subcategory 
For the needs of the third subcategory, it was projected a video showing the possibilities of an 
AR technology application, concerning the shoe industry. 
The first question (S7) in this subcategory was about the video and if the information given, was 
as much as the consumer wanted in order to reach a shoe purchase 
 
Table 14 
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Table 15 
 
Most of the respondents chose the little information option with 39.9% and it is followed by the 
“enough information” with 33%. The other three options were at  “Not at all” 9.1%, “Very Little” 
10.4% and “Very Much” 7.5%. That shows that most of them where medium to high satisfied by 
the quantity of information given in the video. 
 
The second question (S8) was about the quality of the information given by the video. 
 
Table 16 
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Table 17 
 
 
Again the “Little” 31.8% and the “Enough” 27.1% options were the most popular ones. That 
shows that most of them where medium to high satisfied by the quality of information given in 
the video. 
The final question (S9) of the Shoe Category show the rate of trust to AR/ VR/ MR technology, in 
order to gain information for the shoes they are interested in.  
 
Table 18 
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Table 19 
 
 
The table shows that the “Little” 30.5% and the “Enough” 26.3% options were the most popular 
ones and there is a medium to high interest in this kind of promotion techniques. 
 
 
Car Category: 
1st Subcategory 
In order to understand the participants consuming profile, the below two questions were asked.            
The first question (C10) was about the number of cars that participant having bought till now.  
 
Table 20 
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Table 21 
 
 
As shown in the table, the largest percentage (57.8%) of people chosen that they have bought a 
car once, in our case 85 out of 147 people. Following are the choices of Never and 2-3 times 
with 24.5% and 17% respectively. The 6+ times occupy the second form last position, with 0.7%. 
Also there is one more option the 4-5 times that gather 0% and occupy the last position. The 
cumulative percent for the first three options reaches 99.3% and remains just 0.7% for the last 
two options. 
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The second question (C11) concerns the time rate that individuals buy cars. 
 
Table 22 
 
 
Table 23 
 
Based on the table’s results, most responded that they have bought a car only once with 42.9%. 
Specifically 63 people out of 147. Followed in the second place, the individuals who had never 
bought a car where 37 out of 147 people with 25.2%. The following are the choices for 8 - 11 
years with 15% and 4 - 7 years with 10.2%. According to the sample, the majority of users don’t 
buy carvery often. There are also the options of 12 – 15 years and 16+ years with 2% each 
option. 
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The next question (C12) gives the importance of some factors for buying a car.  
Respondents had to evaluate the factors (Technical characteristics, Fashion, Price, Aesthetically 
pleasant, Comfort) on a Likert scale from 1 to 5. (Likert scale: 1 = Not at all, 2 = Very Little, 3 = 
Little, 4 = Enough, 5 = Very Much). 
 
 
 
Table 24 
 
 
As the results have shown, users consider Technical Characteristics as the most important 
feature, with slightly difference from the others, in terms of car with an average value of 4.43. 
The feature with not so significant impact and with the lowest average value was Fashion with 
2.81. All these characteristics are above the middle and this shows that there are plenty of 
factors for an individual to process in order to make a car purchase. 
 
 
 
2nd Subcategory 
The following question (C13) investigates the rate of influence that some means of 
communication have, for buying a car. Respondents had to evaluate once more on a Likert scale 
from 1 to 5. (Likert scale: 1 = Not at all, 2 = Very Little, 3 = Little, 4 = Enough, 5 = Very Much). 
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Table 25 
As the results, shown Word of Mouth (3.84) have the highest rate of influence.  Internet (3.67), 
Social Media (3.07) and E-shop (3.03) have medium to high rate and follows with a bit smaller 
rate of influence. Medium to low rate have the Blog/ Vlog (2.93), Store (2.90),  TV/ Radio (2.85), 
Sales Rep./ Promotion (2.82) and Newspaper ( 2.69) and are those means that influence less. 
The rates show that, the individual is at least medium influenced, before a car purchase. Also 
that he is more easily influenced by modern methods such as internet and social media, than by 
TV / radio or newspaper. The fact that the Word of Mouth had the highest rate is probably 
because of the nature of the product and the way we are used to purchase it. 
 
 
 
The next question (C14) investigates the rate of satisfaction that individual have after buying a 
car, in comparison with the advertising one.  
 
 
 
Table 26 
 
 
The largest percentage of respondents answered that they are enough satisfied with 44.9%, 
followed by the little satisfied with 34.7%. The very much option follows with 14.3%. As it shows 
the respondents are satisfied from the original product in comparison with the advertised one. 
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This might means that the advertising methods project quite the same product as the real one, 
according to the individual’s perception. 
 
 
The last question (C15) of the subcategory concern the satisfaction rate that some means of 
communication information offer, in comparison with the purchased product. 
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Table 27 
 
One more time, Word of Mouth (3.67), Internet (3.47) and Social media influence the most. On 
the other side, Store (2.80) and Newspaper (2.72) influence the less, in order to purchase a car. 
This means that there is at least medium satisfaction rate for the purchased car of the 
individual. The new methods of promoting and advertising such as Internet and Social Media 
also might play an important role in our sample, as they are higher than radio / TV / newspaper. 
 
3d   Subcategory 
For the needs of the last subcategory, it was projected a video showing the possibilities of a VR 
technology application concerning the automobile industry. 
The first question (C16) in this subcategory was about the video and if the information given, 
was as much as the consumer wanted in order to reach a car purchase. 
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Table 28 
 
Table 29 
 
 
Most of the respondents chose the little information option with 30.6% and it is followed by the 
“enough information” with 23.1%, “Very Little” 20.4%, “Not at all” 17.7%,. In the last position is 
the “Very Much” option with 8.2%.That shows that most of them where medium satisfied by 
the quantity of information given in the video. 
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The second question (C17) was about the quality of the information given by the video. 
 
Table 30 
 
 
Table 31 
 
Most of the respondents chose the little information option with 36.1% and it is followed by the 
“enough information” with 19.7%, “Not at all” 18.4%, “Very Little” 19%. In the last position is 
the “Very Much” option with 7.5%. That shows that most of them where medium satisfied by 
the quality of information given in the video. 
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The final question (C18) of the Car Category show the rate of trust to AR/ VR/ MR technology, 
for taking information about a car they are interested in. The () shows that there is a medium 
interest in this kind of promotion techniques. 
 
 
Table 33 
 
The table shows that the “Little” 38.8% and the “Enough” 23.8% options were the most popular 
ones and there is a medium to high interest in this kind of promotion techniques, considering a 
car purchase. 
 
 
Tattoo Category: 
1st Subcategory 
The first question (T19) was about the number of tattoos that participants have until now. 
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Table 34 
 
 
Table 35 
 
 
As shown in the table, the largest percentage (40.5%) of people have chosen 1 – 2 tattoos 
option, in our case 34 out of 84 people. Following are the choices of 0 shoes and 3 – 5 tattoos 
with 28.6% and 14.3% respectively. The 6 - 9 and 10+ tattoos per year occupy the last two 
positions, with 9.5% and 7.1% respectively. The cumulative percent for the first three options 
reaches 83.3% and remains just 16.7% for the last two options. 
 
The second question (T20) investigates the time rate that individuals make a tattoo.  
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Table 36 
 
 
Table 37 
 
According to the results, most responded that they make a tattoo every 2 – 3 years. Specifically 
26 people out of 84 with 31% followed by a slight difference, by the option “I have never had a 
tattoo” where 23 out of 84 people with 27.4% chose it. The following are the choices for I have 
made tattoo once with 15.5% and every 3 years with 10.7. The last ranked option is 7 – 12 
months with 8.3% and 1 – 6 months with 7.1%. 
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After investigating the participant’s consuming profile, the final question (C21) of the first 
subcategory concerns the importance of some factors for selecting a tattoo. Respondents had 
to evaluate the factors (Technical characteristics, Fashion, Price, Aesthetically pleasant, 
Comfort) on a Likert scale from 1 to 5. (Likert scale: 1 = Not at all, 2 = Very Little, 3 = Little, 4 = 
Enough, 5 = Very Much). 
 
 
Table 38 
 
As the results have shown, participants consider comfort as the most important feature, with 
little difference from the others in terms of tattoo selection with an average value of 4.23. The 
feature with the lowest impact and the lowest average value was Fashion with 2.19. All these 
characteristics, except fashion, are above the middle and this shows that there are plenty of 
factors for an individual to process in order to select a tattoo. 
 
 
2nd Subcategory 
The following question (T22) investigates the rate of influence that some means of 
communication have, for doing a tattoo. Respondents had to evaluate once more on a Likert 
scale from 1 to 5. (Likert scale: 1 = Not at all, 2 = Very Little, 3 = Little, 4 = Enough, 5 = Very 
Much). 
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Table 39 
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The highest importance is given to Word of Mouth (3.13). Internet and Social Media have 
medium to low importance (2.86 and 2.76 accordingly). The lowest importance is given to 
Newspaper ( 1.81) and TV/ Radio (1.77). In general, all the factors have medium and lower 
importance and that show that tattoo is a product that the choice cannot be easily influenced. 
In addition, the fact that the Word of Mouth had the highest rate is probably because of the 
nature of the product and the way we are used to select it. 
 
The next question (T23) concerns the rate of satisfaction that individual have after doing a 
tattoo, in comparison with the promoting one. 
 
 
Table 40 
 
The majority of the respondents answered that they are enough satisfied with 38.1%, followed 
by the very much satisfied with 29.8%. It has found that there is a high level of satisfaction, fact 
that shows that the promoting methods are realistic in comparison with the real tattoo.  
 
 
The last question (T24) of the subcategory investigates the satisfaction rate that some means of 
communication information offer, in comparison with the purchased product. 
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Table 41 
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Most of the factors are medium to low, except Word of Mouth (3.18) that has medium to high 
rate. This means that usually the information given from the means of communication are not 
so valid and they do not satisfy the audience. 
 
3d   Subcategory 
For the needs of the last subcategory, it was projected a video showing the possibilities of an AR 
technology application concerning the tattoo industry. 
The first question (T25) investigates the individual’s intention to do a tattoo, regarding the 
information the video offered. 
 
Table 42 
 
Table 43 
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Most of the respondents chose the enough information option with 38.1% and it is followed by 
the little information with 26.2%. The other three options were “Very Much” 15.5% “Very Little” 
11.9% and “Not at all” 8.3%. That shows that most of them where enough satisfied by the 
quantity of information given in the video and the information was valid enough to convince the 
individuals for proceeding to a tattoo selection. 
 
 
The second question (T26) was about the quality of the information given by the video. 
 
Table 44 
 
Table 45 
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Again the enough option is on the first place with 32.1% and the little option follows with 
22.6%. That shows that most of them where medium to high satisfied by the quality of 
information given in the video. 
 
The last question (T27) of the Tattoo Category show the rate of trust to AR/ VR/ MR technology, 
for learning more about the tattoo they are going to do.  
 
Table 46 
 
Table 47 
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The table shows that “Enough” 45.2% and the “Little” 16.7% options were the most popular 
ones and there is a medium to high interest in this kind of promotion techniques. 
 
Furniture Category: 
1st Subcategory 
For understanding better the individuals’ consuming profile there are the following two 
questions. 
 The first question (F28) was about the number of furniture that participants buy annually.  
 
 
Table 48 
 
 
Table 49 
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As shown in the table, the largest percentage (65.4%) of people have chosen to buy 0 to 1 
furniture annually, in our case 138 out of 211 people. Following in the second place is the choice 
of 2-4 furniture with 31.8%. The 5 – 7 is 2.4% and 8 – 9 furniture with 10+ shoes per year 
occupies the last two positions, with 0% and 0.5% respectively. The cumulative percent for the 
two options reaches 97.2% and remains just 2.8% for the last three options. It seems that 
buying more than 2 - 4 furniture per year is not that common. 
 
The second question (F29) concerned the rate of shoe purchases by consumers. 
 
Table 50 
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Table 51 
 
According to the table, most responded that they buy furniture every 2 – 3 years. Specifically 77 
people out of 211 with 36.5% followed by a slight difference every 7 - 12 months where 54 out 
of 211 people with 25.6% chose it. The following are the choices for 3+ years with 15.2%, 1 - 6 
months with 11.4% and I have bought once with 10%. In the last two places are the ‘I have 
never bought furniture’ and 1 – 2 years with 1.4% and 0% respectively. According to the sample, 
the majority of participants do not buy furniture often. 
 
 
The last question (F30) of the first subcategory is about the importance of some factors for 
buying a furniture. Respondents had to evaluate the factors (Technical characteristics, Fashion, 
Price, Aesthetically pleasant, Comfort) on a Likert scale from 1 to 5. (Likert scale: 1 = Not at all, 2 
= Very Little, 3 = Little, 4 = Enough, 5 = Very Much). 
 
 
Table 52 
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 At the table it seems that aesthetics (4.41), comfort (4.33), technical characteristics (4.26) and 
cost (4.27) are the most important factors for buying furniture, followed by fashion (3.38) that 
has medium to high importance. 
 
2nd Subcategory 
The next question (F31) concerns the rate of influence that some means of communication 
have, for buying furniture. 
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Table 53 
 
 
As the results, shown World of Mouth (3.63), Internet (3.61) and Store (3.50) are high important 
factors and have the highest rate of influence.  Internet (3.63) World of Mouth (3.60) E-shop 
(3.59) and social media (3.52) follows with a bit smaller rate of influence. TV/ Radio (2.57) and 
Sales Representative/ Promotion (2.53) have the lowest rate. All the factors are at least close to 
medium and that means that there is always at least some affection to the final choice for 
purchase. 
 
The following question (F32) investigates the rate of satisfaction that individual have after 
buying furniture, in comparison with the promoting one.  
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Table 54 
 
 
The majority of respondents answered that they are enough satisfied with 52.1%, followed by 
the little satisfied with 37.4%. Interesting fact was that only one of the respondents chooses the 
“not at all” satisfied option. This might means that the advertising methods project quiets the 
same product as the real one, according to the individual’s perception. Also, it seems that there 
is a medium to high level of satisfaction, fact that shows that the promoting methods project a 
quiet realistic product in comparison with the real furniture. 
 
The last question (F33) of this subcategory is about the satisfaction rate that some means of 
communication offer for buying furniture. 
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Table 55 
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World of Mouth (3.55), Internet (3.51) and Store (3.50) and E-shop (3.41) are high important. 
TV/ Radio have the lowest rate (2.59). These results show that there is a medium validation to 
the promoted product, in comparison with the purchased one.  
 
3d   Subcategory 
For the needs of the last subcategory, it was projected a video showing the possibilities of an AR 
technology application concerning the retail furniture industry. 
The first question (F34) in this subcategory concerns the individual’s intention to buy furniture, 
regarding the information the video offered. 
 
 
Table 57 
 
 
Most of the respondents chose the little information option with 36.5% and it is followed by the 
“enough information” with 31.8%. The other three options were at “Not at all” 10%, “Very 
Little” 16.1% and “Very Much” 5.7%. That shows that most of them where medium to high 
satisfied by the quantity of information given in the video. 
The second question (F35) was about the quality of the information given by the video. 
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Table 58 
 
 
Table 59 
 
 
“Enough” 34.6% and the “Little”  31.3% options were the most popular ones. That shows that 
most of them where medium to high satisfied by the quality of information given in the video. 
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The final question (F36) of the Furniture Category show the rate of trust to AR/ VR/ MR 
technology, for learning more about furniture they are going to buy.  
 
 
Table 61 
 
 
“Little” 39.8% and the “Enough” 28.9% options were the most popular ones and there is a 
medium to high interest in this kind of promotion techniques. 
 
 
Section 2: 
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For the second section of the questionnaire it is investigated the individuals’ interaction with 
technology devices and AR/ VR/ MR technologies. 
The first question (AVM1) of this section asks about the usage of technological devices. 
 
 
Table 62 
 
 
 It seems that Smartphone (4.58) Laptop (3.37) PC/Mac (2.68) and Smart TV (2.79) are the most 
popular devices of the sample while Tablet (1.99) Game Consoles (1.53) and Smart Watch (1.58) 
are the least popular. 
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The question (AVM2) investigates the total time that the individual spend using some 
technological devices. Smartphone is the most used device in terms of time duration and Game 
Consoles the least used. 
 
 
Table 63 
 
 
As it seems Smartphone (3.06) is the device that participants use more in terms of time. 
 
 
 
 
 
85 
The following question (AVM3) show the acknowledge  that individuals have for AR/ VR/ MR 
technologies. The Virtual Reality have high awareness (3.69) the Augmented Reality medium to 
low (2.44) and Mixed Reality low (2.13). 
 
Table 64 
 
 
The question (AVM4) ask the participant if have watched again an AR/ VR/ MR technology 
advertisement. Some of the people was not aware if they did (18.4%) but the rest answer no 
(43.2%) and yes (38.4%) 
 
 
Table 65 
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Table 66 
 
 
The next question (AVM5)  brings the acknowledge of the participants for some devices using 
AR/ VR/ MR. The most popular is Playstation VR game console, followed by 360 Camera, and 
Samsung Gear VR. The less popular is HTC Vive and Microsoft Hololens. 
 
The question (AVM6) shows the interest of individuals to use alike AR/ VR/ MR applications like 
on the videos they watched, before the shopping for other product categories. The results give 
high interest. 
 
Table 67 
 
 
The final question (AVM 7) of the second Section, investigates the rate of trust that individual 
have for some advertising types. Direct Sales have the highest rate of trust (3.56), followed by 
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Image/video via internet (3.41). On the other hand, Phone sales have low trust rare (1.63). AR/ 
VR/ MR advertising have medium to low rate. That probably means that there is a need of more 
projection to these technologies to gain more the consumer’s trust. 
 
 
Table 68 
 
 
Section 3: 
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Gender 
The percentage of men answered the survey (46.3%) seems to be a little lower than woman 
(53.4%). This brings a quiet good balance for valid results. In addition, one respondent answered 
‘other’. 
 
 
Table 69 
 
 
 
Table 70 
 
Age 
In the pie chart below it seems that the majority of the participants are 26-35 years old (56.3%) 
and 18-25 years old (32.9%) while 36+ are less (10.3%). Only two individuals are under 17 years 
old. 
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Table 71 
 
Table 72 
 
Occupation 
It seems that most of the participants are Private Sector Employees (47.4) followed by 
University Students (18.9%) Free lancers (14.2%) and Public Employees (12,4%). Unemployed 
(6.3%) and school students (0,8%) complete the sample. 
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Table 73 
 
 
 
Table 74 
 
Level of Education 
The next question investigates the level of education of the participants. The most of the 
participants have a University degree (47.4%) followed by master degree (29.2%), high school 
degree (15.3%) and institute/college degree (8.2%). 
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Table 75 
 
 
Table 76 
 
 
Marital Status 
The majority of the sample are non-married (83.4%) while just some are married (15.5%) and 
Divorced (1,1%). 
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Table 77 
 
 
 Monthly Income 
Table 78 
 
The range of monthly income was presented in five categories as the pie chart shows bellow.  
The results are that 0 - 1000 € gain the 57.9% of the sample, 1001 - 1500 € the 25% of the 
sample, 2000+ € the 9.5% of the sample and 1501-2000 € the 7,6%.  
 
Table 79 
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Table 80 
 
 
 
 
4.3 Cross Tabulations 
 
In order for the data to be more representative, some cross-tabulations had to be made. The 
first question asked was whether the age group or level of education of the interviewee was a 
significant factor in how well known the technologies we are considering AR / VR / MR are. The 
samples analyzed show that age is not considered an important factor in familiarizing one with 
these technologies. On the other hand, the level of study was an important factor in the 
knowledge of technologies because in the answers that the users were not familiar with these 
technologies, the respondents with a bachelor's and master's degree had the lowest percentage 
and also in the answers that the users knew the most, bachelor’s and master’s degree holders 
continue to have high percentages. 
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Are you familiar with the following technologies? [Virtual Reality] * Age Cross tabulation 
 
Table 81 
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Are you familiar with the following technologies? [Virtual Reality] * Level of Education Cross 
tabulation 
 
 
Table 82 
 
The second case we studied was whether the income of the respondent was a significant factor 
in whether he would trust to use an AR / VR / MR application for the product he was interested 
in buying. The results showed that, at large extent, the income does not affect the use of new 
technologies, however it was interesting to find one individual (4.8% of the specified sample) 
with a salary of over 2000 euros who stated that he would trust the technologies very much, in 
the product category furniture and zero percent in the other categories respectively. This may 
raise the question of whether those with high incomes tend to trust AR / VR / MR technologies 
less. Further research need to be made on the topic, in order to be more precise. 
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Would you trust an AR/ VR/ MR application for the furniture you are interested in? 
 
Table 83 
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Would you trust an AR/ VR/ MR application for the shoes you are interested in? *Monthly 
Income (Family) Cross tabulation 
 
 
Table 84 
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Would you trust an AR/ VR/ MR application for the car you are interested in? *Monthly 
Income (Family) Cross tabulation 
 
 
Table85 
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Would you trust an AR/ VR/ MR application for the tattoo you are interested in? *Monthly 
Income (Family) Cross tabulation 
 
 
Table 86 
 
Another case that we considered was whether trust in an advertisement by AR / VR / MR 
technologies was due to a lack of knowledge of the participants or whether it was due to a 
negative opinion formed on these technologies after they tried them. The results showed that 
participants who knew the technologies and had seen an AR / VR / MR advertising in the past 
were more likely to trust that advertising, compared to those who had never seen or did not 
know that they had seen, were more reluctant to trust such advertising. That could be a good 
start in order to increase the awareness of these technologies. 
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How much do you trust the advertising types below? [AR/ VR/ MR]* Have you ever seen an 
AR/ VR/ MR/ advertising? Cross tabulation 
 
 
Table 87 
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CHAPTER 5 – RESULTS AND CONCLUSIONS 
 
 
5.1 Introduction 
 
In this chapter be made references to the results of chapter 4, we will analyze whether the 
research questions were answered and whether the purpose of the present research was 
achieved. In addition, we will examine if any weaknesses in the research exist and if 
methodology followed. Also, we will suggest some improvements. Finally, the results will be 
extracted and suggestions will be made for future research into the business sector or on the 
subject of Augmented, Virtual and Mixed Reality and their impact on consumers. 
 
 5.2 Research Results 
 
Based on the research conducted in the form of online questionnaires on how Augmented, 
Virtual and Mixed Reality technologies influence the consumer to reach a purchase, the 
following results were extracted: 
● Demographic characteristics of the survey showed that the percentages in each person's 
gender were evenly distributed, this factor enhancing the validity of the sample. Most 
users were up to 35 years old and there was not a large sample of people aged 36 and 
over. The educational level of the users was high as over 70% of the participants were 
university graduates or holders of postgraduate / doctoral degrees. Users were at high 
rate employed and the unemployment rate was only 6.3%. Participants' monthly income 
fluctuated to a low level as the largest proportion reported income was up to € 1,000 
(57.9%), this result could have a reasonable basis as the Greek market went through a 
period of severe economic downturn in previous years. 
● According to the type of product (shoes, cars, tattoos, furniture), the consumer 
shows trust and being more satisfied with specific advertising methods. The results 
show that in our research most participants preferred digital advertising over the more 
traditional methods such as newspaper, magazine, sales representatives and radio or 
television. This enhances the technologies Augmented, Virtual and Mixed Reality as the 
public is more technological oriented. 
● Participants showed trust and relative interest in advertising based on Augmented, 
Virtual and Mixed Reality technologies. This is because the percentages in most of the 
post-video surveillance percentages on technologies or advertisement through 
technologies are above 3. On a Likert scale of 1 - 5 (Likert scale: 1 = Not at all, 2 = Very 
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Little, 3 = Little, 4 = Enough, 5 = Very Much), most percentages responded close to 4 = 
“enough” option . Rates below the three "Not at all" and Very Little "scored lower on 
selection rates from the participants. Also if we compare the means of the three post 
video questions in each product category, the means are over 3 which is quite good rate 
compared with the means of the other medians (TV / Radio, Internet, Store etc.) in the 
previous questions which they have means also close to 3 or less. Once again there are 
some differences in each product category.  
● Participants did not know or had ever seen Augmented, Virtual and Mixed Reality type 
advertisement. But they maintained a positive attitude toward the use of these 
technologies. 
● After watching the videos, participants were maintain a neutral to positive attitude 
towards the quality and quantity of information they received in most of the product 
categories. 
 
5.3 Conclusions and future proposals 
 
The conclusions drawn from this research were sufficient to answer the research questions and 
to greatly accomplish the purpose of the paper. More specifically, it emerged that Augmented, 
Virtual and Mixed Reality technologies are not as well known in the Greek market as they 
should be. This is likely due to the lack of use of these communication techniques by businesses 
as a means for promoting their products. Greeks' attitudes toward technologies were overall 
neutral to positive in most cases, and it became clear that the better the respondent knew the 
technologies, the more likely he was to trust them in a potential purchase. It means that while 
the recognition rates of Augmented, Virtual and Mixed Reality technologies have been low, 
there is a prospect of climbing to the top of consumer preferences list. In addition, the useful 
percentages extracted from the queries after watching Augmented, Virtual and Mixed Reality 
videos show that these applications can communicate products well enough as other media, 
offering high potential for improvement as the technologies mentioned above are not well 
known. 
But is it worthwhile for a company in Greece to invest in Augmented, Virtual and Mixed Reality 
technologies and integrate them into its marketing tools? 
Since the research participants showed interest in these technologies and maintained a positive 
attitude, it means that one cannot guarantee direct sales growth in a company, but it can 
guarantee that a well-organized Augmented, Virtual or Mixed Reality Advertising will attract 
consumer interest and subsequently increase brand awareness and business recognition. 
Moreover, a company that invests in such technology because of the innovation around them 
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will be able to significantly enhance its image. So beside the result of direct sales of the 
business, there will always be multiple benefits to other areas and greater profit in the long run. 
As mentioned earlier in the empirical research by Thomas Edison "Just because you plan to do 
something means more useless". 
Finally, the present research can be considered as the initial stage of much larger research on 
Augmented, Virtual and Mixed Reality technologies and their impact on the consumer. It is 
suggested to increase the sample and further target the audience, so that it can be more in 
depth analyzed and even more validly extracted.  
 
 
REFERENCES 
A. Simons, Donald B. Irwin and Beverly A. Drinnien 1987 Online article of Maslow’s Hierarchy 
Needs of Consumer Behavior. West Publishing Company, New York 
A. Simons, Donald B. Irwin and Beverly A. Drinnien, 1987, Psychology: The Search for 
Understanding 
Basil G. Englis and Michael R. Solomon (1997) ,"Special Session Summary I Am Not Therefore, I 
Am: the Role of Avoidance Products in Shaping Consumer Behavior", in NA - Advances in 
Consumer Research Volume 24, eds. Merrie Brucks and Deborah J. MacInnis, Provo, UT : 
Association for Consumer Research, Pages: 61-63 
Belch G. & Belch M., (2009), Advertising and Promotion: An integrated marketing 
communication perspective 
Benett P. D., 1995, Dictionary of Marketing Terms 2nd Edition 
Coleman, R.P. (1983), “The Continuing Significance of Social Class to Marketing”, Journal of 
Consumer Research, Vol. 10, pp.265 – 280 
David A. Statt , 1997, Understanding the Consumer: A Psychological Approach 
Del I Hawkins, Roger J Best,  Kenneth A Coney,2001,Consumer behavior : building marketing 
strategy, Boston : Irwin/McGraw Hill 
East, R. Wright, M. and Vanhuele, M. (2014), Consumer Behaviour Applications in Marketing 
Fairchild, Henry Pratt (1970), Dictionary of Sociology, Totowa, N.J.: Littlefield, Adams and Co 
 
 
 
 
104 
 ICAP Group, Sector Analysis of the Automotive Industry in Greece (2011),www.icap.gr 
Jacoby Jacob, 1976, Consumer Psychology: An Octennium, Reprinted from annually review of 
psychology volume 27, 1976 
Kotler P. & Keller, K. 2006. Marketing Management, Pearson Prentice Hall, New Jersey 
OoiJin& Rashad Yazdanifard , (2015), The Review of the Effectivity of the Augmented Reality 
Experiential Marketing Tool in Customer Engagement 
Philip Kotler (2000), Marketing Management, 10th edition, Millennium Edition 
P. kotler K.L. Keller, (2009), Marketing Management, 13th edition & (2012) 14th edition & (2016) 
15th edition 
Richard Hagl, Aidan Duane, (2018) Exploring the impact of Augmented Reality and Virtual 
Reality Technologies on Business Model Innovation in Technology Companies in 
Germany(https://www.researchgate.net/publication/332208292_Exploring_the_Impact_of_Aug
mented_Reality_and_Virtual_Reality_Technologies_on_Business_Model_Innovation_in_Technol
ogy_Companies_in_Germany ) 
Roger D Blackwell, Paul W Miniard, James F Engel,2001, Consumer behavior, Ft. Worth, Tex. : 
Harcourt College Publishers 
Schiffman, L.G. And Wisenbilt, J.L. (2015), Consumer Behaviour, 11th Global Edition 
Siomkos, George Ι., (1994), Consumer Behavior & Marketing Strategy, Piraeus: Publications Α. 
Stamoulis. 
Siomkos I. G. (2018), Consumer Behaviour, 5th Edition 
Stathakopoulos, Vlasis, (1997), Market Research Methods, Athens: Α. Stamoulis Publishers 
Tsaklaganos, Angelos A., (2000), Basic Principles of Marketing, 2nd Edition, Kyriakides Brothers 
Publishers 
 
Websites 
ΕΛΣΤΑΤ (Ηellenic Statistical Authority),www.statistics.gr 
https://www.marketingtutor.net/consumer-decision-making-process-stages/ 
 
 
 
 
105 
https://research-methodology.net/consumer-decision-making-process-a-detailed-analysis/ 
https://www.economistas.gr/oikonomia/21346_anakamptei-o-klados-ton-epiplon-oikiakis-hrisis 
https://www.businessnews.gr  ,(2020) 
https://www.greekfashion.gr , (2018-2019) 
 
APPENDIX 
Questionnaire 
(Likert scale: 1= Not at all, 2= Very Little, 3= Little, 4= Enough, 5= Very Much) 
 
Choose your favorite category (Each individual will have to choose two out of four categories) 
S)  Shoes 
C)  Cars 
T)  Tattoo 
F)  Furniture 
 
Fashion Industry – Shoes Category  
S1) How many shoes do you buy each year? 
a)       0 - 1 shoes 
b)      2 - 4 shoes 
c)       5 - 7 shoes 
d)      8 - 9 shoes 
e)      10+ shoes 
 
S2) How often do you buy shoes? 
a)       1 – 2 months 
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b)      3 – 5 months 
c)       6 – 12 months  
d)      1 – 2 years  
e)      2+ years 
f)        I have never bought 
g)       I have bought only once  
 
S3) How important are the characteristics below for a shoe purchase?  
a)       Technical characteristics (1 – 5 Likert scale) 
b)      Fashion (1 – 5 Likert scale)  
c)       Price (1 – 5 Likert scale) 
d)      Aesthetically pleasant (1 – 5 Likert scale) 
e)      Comfort (1 – 5 Likert scale) 
 
 
S4) How much an advertising / promotion / consultancy of the medians below will affect you in 
order to reach a shoe purchase? 
a)       TV / Radio (1 – 5 Likert scale) 
b)      Newspaper / Magazine (1 – 5 Likert scale) 
c)       Social Media (1 – 5 Likert scale) 
d)      Internet (1 – 5 Likert scale) 
e)      Blog / Vlog (1 – 5 Likert scale) 
f)        Word of Mouth (1 – 5 Likert scale) 
g)       Store (1 – 5 Likert scale) 
h)      E-shop / E-platform (1 – 5 Likert scale) 
i)        Sales Representative / Promotion (1 – 5 Likert scale) 
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S5) How satisfied are you about the original product in comparison with the advertised one, 
after a shoe purchase? (1 – 5 Likert scale) 
 
S6) How satisfied are you about the advertising / promotion / consultancy of the medians below 
considering a shoe purchase? 
a)       TV / Radio (1 – 5 Likert scale) 
b)      Newspaper / Magazine (1 – 5 Likert scale) 
c)       Social Media (1 – 5 Likert scale) 
d)      Internet (1 – 5 Likert scale) 
e)      Blog / Vlog (1 – 5 Likert scale) 
f)        Word of Mouth (1 – 5 Likert scale) 
g)       Store (1 – 5 Likert scale) 
h)      E-shop / E-platform (1 – 5 Likert scale) 
i)        Sales Representative / Promotion (1 – 5 Likert scale) 
 
S-V) Augmented Reality App – Short Video 
 
S7) Did you get the information you need in order to proceed with a shoe purchase, from the 
video you watched? (1 – 5 Likert scale) 
 
S8) How adequate / useful was the information you received about the shoes you were planning 
to buy, from the video you watched? (1 – 5 Likert scale) 
 
S9) Would you trust an AR / VR / MR application for the shoes you are interested in? (1 – 5 
Likert scale) 
 
Automotive Industry - Cars Category 
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C10) Have you ever bought a car? 
a)       Never 
b)      Once 
c)       2 – 3 times 
d)      4 – 5 times 
e)      6+ times 
 
C11) How often do you buy a car? 
a)       1 – 3 years 
b)      4 – 7 years  
c)       8 – 11 years 
d)      12 – 15 years 
e)      16+ years 
f)        I have never bought a car 
g)       I have bought a car once (1) 
 
C12) How important are the characteristics below for a car purchase?  
a)       Technical characteristics (1 – 5 Likert scale) 
b)      Fashion (1 – 5 Likert scale)  
c)       Price (1 – 5 Likert scale) 
d)      Aesthetically pleasant (1 – 5 Likert scale) 
e)      Comfort (1 – 5 Likert scale) 
 
C13) How much an advertising / promotion / consultancy of the medians below will affect you 
in order to reach a car purchase? 
a)       TV / Radio (1 – 5 Likert scale) 
b)      Newspaper / Magazine (1 – 5 Likert scale) 
c)       Social Media (1 – 5 Likert scale) 
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d)      Internet (1 – 5 Likert scale) 
e)      Blog / Vlog (1 – 5 Likert scale) 
f)        Word of Mouth (1 – 5 Likert scale) 
g)       Store (1 – 5 Likert scale) 
h)      E-shop / E-platform (1 – 5 Likert scale) 
i)        Sales Representative / Promotion (1 – 5 Likert scale) 
 
C14) How satisfied are you about the original product in comparison with the advertised one, 
after a car purchase? (1 – 5 Likert scale) 
 
C15) How satisfied are you about the advertising / promotion / consultancy of the medians 
below considering a car purchase? 
a)       TV / Radio (1 – 5 Likert scale) 
b)      Newspaper / Magazine (1 – 5 Likert scale) 
c)       Social Media (1 – 5 Likert scale) 
d)      Internet (1 – 5 Likert scale) 
e)      Blog / Vlog (1 – 5 Likert scale) 
f)        Word of Mouth (1 – 5 Likert scale) 
g)       Store (1 – 5 Likert scale) 
h)      E-shop / E-platform (1 – 5 Likert scale) 
i)        Sales Representative / Promotion (1 – 5 Likert scale) 
 
C-V) Virtual Reality App – Short Video 
 
C16) Did you get the information you need in order to proceed with a car purchase, from the 
video you watched? (1 – 5 Likert scale) 
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C17) How adequate / useful was the information you received about the car you were planning 
to buy, from the video you watched? (1 – 5 Likert scale) 
 
C18) Would you trust an AR / VR / MR application for the car you are interested in? (1 – 5 Likert 
scale) 
 
Fashion Industry – Tattoo Category  
T19) How many tattoos do you have? 
a)       0 
b)      1 – 2 tattoos 
c)       3 – 5 tattoos  
d)      6 – 9 tattoos  
e)      10+ tattoos  
 
T20) How often do you make a tattoo? 
a)       1 – 6 months 
b)      7 – 12 months 
c)       1 – 2 years 
d)      2 – 3 years  
e)      3+ years 
f)        I have never had a tattoo 
g)       I have made once (1) 
 
T21) How important are the characteristics below for a tattoo selection?  
a)       Technical characteristics (1 – 5 Likert scale) 
b)      Fashion (1 – 5 Likert scale)  
c)       Price (1 – 5 Likert scale) 
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d)      Aesthetically pleasant (1 – 5 Likert scale) 
e)      Comfort (1 – 5 Likert scale) 
 
T22) How much an advertising / promotion / consultancy of the medians below will affect you in 
order to reach a tattoo selection? 
a)       TV / Radio (1 – 5 Likert scale) 
b)      Newspaper / Magazine (1 – 5 Likert scale) 
c)       Social Media (1 – 5 Likert scale) 
d)      Internet (1 – 5 Likert scale) 
e)      Blog / Vlog (1 – 5 Likert scale) 
f)        Word of Mouth (1 – 5 Likert scale) 
g)       Store (1 – 5 Likert scale) 
h)      E-shop / E-platform (1 – 5 Likert scale) 
i)        Sales Representative / Promotion (1 – 5 Likert scale) 
 
T23) How satisfied are you about the original product in comparison with the advertised one, 
after a tattoo selection?  (1 – 5 Likert scale) 
 
T24) How satisfied are you about the advertising / promotion / consultancy of the medians 
below considering a tattoo selection? 
a)       TV / Radio (1 – 5 Likert scale) 
b)      Newspaper / Magazine (1 – 5 Likert scale) 
c)       Social Media (1 – 5 Likert scale) 
d)      Internet (1 – 5 Likert scale) 
e)      Blog / Vlog (1 – 5 Likert scale) 
f)        Word of Mouth (1 – 5 Likert scale) 
g)       Store (1 – 5 Likert scale) 
h)      E-shop / E-platform (1 – 5 Likert scale) 
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i)        Sales Representative / Promotion (1 – 5 Likert scale) 
 
T-V) Augmented Reality App – Short Video 
 
T25) Did you get the information you need in order to proceed with a tattoo selection, from the 
video you watched? (1 – 5 Likert scale) 
 
T26) How adequate / useful was the information you received about the tattoo you were 
planning to make, from the video you watched? (1 – 5 Likert scale) 
 
T27) Would you trust an AR / VR / MR application for the tattoo you are interested in? (1 – 5 
Likert scale) 
Furniture Industry – Furniture Category  
F28) How many furniture do you buy each year? 
a)       0 – 1 furniture 
b)      2 – 4 furniture 
c)       5 – 7 furniture  
d)      8 – 9 furniture  
e)      10+ furniture 
 
F29) How often do you buy furniture? 
a)       1 – 6 months  
b)      7 – 12 months 
c)       1 – 2 years  
d)      2 – 3 years  
e)      3+ years  
f)        I have never bought furniture 
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g)       I have bought furniture once (1) 
 
F30) How important are the characteristics below for a furniture purchase? 
a)       Technical characteristics (1 – 5 Likert scale) 
b)      Fashion (1 – 5 Likert scale)  
c)       Price (1 – 5 Likert scale) 
d)      Aesthetically pleasant (1 – 5 Likert scale) 
e)      Comfort (1 – 5 Likert scale) 
 
F31) How much an advertising / promotion / consultancy of the medians below will affect you in 
order to reach a furniture purchase? 
a)       TV / Radio (1 – 5 Likert scale) 
b)      Newspaper / Magazine (1 – 5 Likert scale) 
c)       Social Media (1 – 5 Likert scale) 
d)      Internet (1 – 5 Likert scale) 
e)      Blog / Vlog (1 – 5 Likert scale) 
f)        Word of Mouth (1 – 5 Likert scale) 
g)       Store (1 – 5 Likert scale) 
h)      E-shop / E-platform (1 – 5 Likert scale) 
i)        Sales Representative / Promotion (1 – 5 Likert scale) 
 
F32) How satisfied are you about the original product in comparison with the advertised one, 
after a furniture purchase? (1 – 5 Likert scale) 
 
F33) How satisfied are you about the advertising / promotion / consultancy of the medians 
below considering a furniture purchase? 
a)       TV / Radio (1 – 5 Likert scale) 
b)      Newspaper / Magazine (1 – 5 Likert scale) 
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c)       Social Media (1 – 5 Likert scale) 
d)      Internet (1 – 5 Likert scale) 
e)      Blog / Vlog (1 – 5 Likert scale) 
f)        Word of Mouth (1 – 5 Likert scale) 
g)       Store (1 – 5 Likert scale) 
h)      E-shop / E-platform (1 – 5 Likert scale) 
i)        Sales Representative / Promotion (1 – 5 Likert scale) 
 
F-V) Augmented Reality App – Short Video 
 
F34) Did you get the information you need in order to proceed with a furniture purchase, from 
the video you watched? (1 – 5 Likert scale) 
 
F35) How adequate / useful was the information you received about the furniture you were 
planning to buy, from the video you watched? (1 – 5 Likert scale) 
 
F36) Would you trust an AR / VR / MR application for the furniture you are interested in? (1 – 5 
Likert scale) 
Augmented, Virtual and Mixed Reality 
AVM1) Do you use the below devices? 
a)       Smartphone (1 – 5 Likert scale) 
b)      Tablet (1 – 5 Likert scale) 
c)       Laptop (1 – 5 Likert scale) 
d)      PC / Mac (1 – 5 Likert scale) 
e)      Game Consoles (1 – 5 Likert scale) 
f)        Smart Watch / Smart Band (1 – 5 Likert scale) 
g)       Smart TV (1 – 5 Likert scale) 
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AVM2) How many hours per day, do you use the below devices? 
a)       Smartphone (1 – 5 Likert scale) 
b)      Tablet (1 – 5 Likert scale) 
c)       Laptop (1 – 5 Likert scale) 
d)      PC / Mac (1 – 5 Likert scale) 
e)      Game Consoles (1 – 5 Likert scale) 
f)        Smart Watch / Smart Band (1 – 5 Likert scale) 
g)       Smart TV (1 – 5 Likert scale) 
 
AVM3) Are you familiar with the following technologies? 
a)       Virtual Reality (1 – 5 Likert scale) 
b)      Augmented Reality (1 – 5 Likert scale) 
c)       Mixed Reality (1 – 5 Likert scale) 
 
AVM4) Have you ever seen an AR / VR / MR advertising? 
a)       Yes 
b)      No 
c)       I don’t know 
 
AVM5) Are you familiar with the devices below? 
a)       Playstation VR Game Console 
b)      AR Cardboard (e.g. Google Cardboard) 
c)       Microsoft Hololens 
d)      Oculus Rift 
e)      Samsung Gear VR 
f)        HTV Vive 
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g)       3D Hologram Projector 
h)      360 Camera 
i)        None of the above 
j)        Something else …. 
 
AVM6) Are you interested in using AR / VR / MR applications before a purchase in different 
categories? (1 – 5 Likert scale) 
 
AVM7) How much do you trust the advertising types below? 
a)       Image / Video via Internet 
b)      Acoustic Advertising 
c)       Image / Video via TV 
d)      Phone Sales 
e)      Direct Sales (store salesman) 
f)        Direct Sales (door to door salesman) 
g)       Augmented / Virtual / Mixed Reality 
About you 
D1) Gender 
a)       Male 
b)      Female 
c)       Other 
 
D2) Age 
a)       – 17 years old 
b)      18 – 25 years old 
c)       26 – 35 years old 
d)      36 – years old 
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D3) Profession 
a)       High school Student  
b)      University Student 
c)       Public Sector Employee 
d)      Private Sector Employee 
e)      Freelancer 
f)        Unemployed 
 
D4) Level of Education 
a)       High School 
b)      College / Technical School 
c)       University 
d)      MSc Diploma  / PhD Diploma 
 
D5) Marital Status 
a)       Non married 
b)      Married 
c)       Widow/er 
d)      Divorced  
 
D6) Monthly Income (Family) 
a)       0 - 1000 euro 
b)      1001 – 1500 euro 
c)       1501 – 2000 euro 
d)      2001 euro or more  
